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No business can be 
successfully founded or 
‘~ continued without the 
aid of advertising, and the 
business man of to-day is 
ever on the hunt for result- 
bringing publicity. It makes the 
\ Ny ffs ow merchant and his goods known and 
Wes!) = i yi : 7 eae 
aN =f li'y. brings purchasers to his establish- 
ment. 
One of the best and most popular custom- 


bringers in the country is . 


The Philadelphia Record 


Its daily and Sunday circulation is larger by 
many thousands than that of any other 





newspaper in the Quaker City, and it carries 
more advertising, local or foreign, than any 
of its contemporaries. 


Daily rate, ~ - . 25 cents a line 
Sunday rate, - - - 20 cents a line 


ASH FOR OUR RATE CARD. 
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are knocking this fall 
at the doors of many 
buyers. Whether 
you manufacture 


standard goods, or a 
new article, that has 
merit enough to be- 
come one—advertising 
will assist your drum- 
mers to get orders. 

Magazine and news- 
paper advertising is 
the strongest ally of 
your drummers. 

We like to hear 
from merchants and 
manufacturers who 
want the assistance of 
a first-class advertis- 
ing agency to plan, 
write, illustrate and 
place their publicity. 
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Call on, or write to, 


GEO. P. ROWELL & CO. 


Advertising Agents, 


10 Spruce St., New York. 





BE Bi 








PRINTERS’ INK. 


JOURNAL FOR ADVERTISERS. 


ENTERED AS SECUND-CLASS MATTER AT THE NEW YORK. N. Y., 


NEW YORK, 


VoL. XXXVI. 
ATLANTIC CITY CORRE- 
SPONDENCE. 


This summer Atlantic City is 
the mecca for Philadelphia news- 
papers, and their particular en- 
deavor is to dazzle the crowds 
with brilliant electric signs, as 
well as to add to their comforts 
by furnishing luxuriously app2int- 
ed resting, reading and writing 
rooms. The Record’s electric 
sign, erected as it is in the very 
center of the root of Young's 
Pier, and because it is the largest 
in size, is the most conspicuous of 
all papers in the City-by-the-Sea. 

But all the newspaper signs are 
large and brilliantly illuminated, 
so that at night the beacons of the 


Philadelphia dailies overshadow 
alniost everything else by their 
lustre. The various apartments 


on the pier furnished by the dif- 


ferent newspapers, and equipped 
with writing desks, writing ma- 
terial, rocking chairs, cosy chairs 


have made a great hit 
with the seashore visitors. These 
spaces are designated by var:ous 
names. The Record’s is callei a 
drawing room, the /nquirer’s a 
bureau, the Press’ a reading room, 
and so on. All of these are large- 
ly patronized by the readers of the 
various newspapers, and the lines 
f favoritism are so tightly drawn 
that many a, “reader” of one paper 
will very often wait for a quarter 
of an hour to secure a chair and 
writing materials in the booth of 
his paper, while there are many 
vacant chairs and desk in the rival 
booths, 


and sofas, 


Apropos of illuminated signs. 
While Atlantic City is a place of 
electric signs of all sizes, colors 


and designs, the one which stands 
out in bold relief among all the 
rest of the signs that are not on 
the piers is that of the Sorosis 
Shoe. It is erected on the roof of 
the store directly opposite the 
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A:ditorium Pier, and placed at 
such an angle that it is seen by 
people going either up or down 
the esplanade. It is a very large, 
square sign, and the electric globes 


are of red and white colors. The 
wording is: ‘‘Sorosis Shoe, the 
Best Shoe for Women,” in neat 
and plain letters. As the sign is 
located on a part of the board- 
walk which is traversed all the 
time, it makes an excellent adver- 
tisement and a_ splendid eye-at- 
tractor. 


Something out of the beaten 
pith in advertising is being done 
here by the makers of the Egyp- 
tion Helm Cigarette. The Steel 
Pier—the most popular place of 
amusement of the resort—is the 
scene of this novelty. The music 
pavilion and large hall, where the 
most important concerts, dances 
and promenades are usually i:eld, 
is located on the extreme water- 
edge of the pier, and here every 
evening people swarm by the 
thousands, for here one can al- 
ways find a refreshing sea-breeze. 
Up to last year a good-sized room 
on the side of the main hall was 
set aside by the management for 
the accommodation of visitors, 
and this was, as a rule, utilized 
by the men for a quiet smoke te- 
tween dances. But it remained 
for a cigarette firm to make use 
of this space to their advantage 
and to bring it in line with the 
most popular attractions of the 
place. The &gyptian Helm Ciga- 
rette people have converted his 
room into a veritable Turkish pal- 
ace. They have fitted it up most 
luxuriously and 23 near Oriental 
as to bring back reminiscences of 
the Arabizn Nigtits. Profusion 
of draperies, rugs, laces, heavy 
curtains, divans, settees, sofas, 
lounging chairs, Morris chairs, 
rocking chairs and numerous cosy 
corners ; beautiful decorations, 
pictures, bric-a-brac and all smok- 











ers paraphernalia that combines 
to make a Turkish room complete 
are to be found. there, arranged in 
the best of taste. Five attendants 
are stationed in different parts of 
the room, and, distributing ciga 
they bid eaci to 
I 






rettes free to all, 
sit down, make himself 
ly at home and “sample” their 
brand of the seductive weed. The 
stream of people that pours into 


thorough 


the place at all hours of the day 
and night is simply astonishing. 
rhe attendant at the main en- 


trance, when he handed me a cig- 


arette, said at first, in answer to a 
query, that he was really too busy 
to talk. A glance at my paste- 
board, however, served to loosen 
his articulating organs, and _ be- 
tween “hand-outs” I managed to 
have quite a chat with him. 


Among other things he imparted 
to me the fact that they do not 
sell any of their goods on the pier. 
It is simply a “sample room.” A 
man he is presented with 
a sample, courteously invited to 
make himself and at home, 
and asked to enjoy a smoke. Dur- 
ing his puffing away, one of the 


t 


men approaches him and gentle 


entefrs ; 


COSY 


manly remarks, in a casual man- 
ner, that if he is favorably 1m- 
pressed with the cigarette, will 


he not kindly remember the make 

“Egyptian Helm’—in the fu- 
ture? That is all. No praising, 
no barking, no endeavor to con 
vince that his is the “very best.” 
When I asked whether the enor- 
mous outlay paid, I gleaned the 
information that though the num- 
ber of cigarettes given away gratis 
amounts up in the tens of thou- 
sands daily, the expense is more 
than overshadowed by the mar- 
velous demand that has been cre- 
ated for this brand already. “You 
see,” said my informant, “the peo- 
ple who patronize this pier are the 
very best and the highest class of 
cigarette smokers in the country. 
Why, the majority of them do not 
hesitate to spend fifty cents for a 
tea-cigarette pack; and once we 
secure them as regular patrons, 
why, our aim is accomplished and 
our expenses and original outlay, 
i true, dwindle 
Don’t you 
I aiso 


while large, it is 
into mere nothingness, 


see?” Of course, I saw. 
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inquiries at some of the 
arge Atlantic City and Phila- 
deiphia tobacco stores, and all re- 
port a brisk demand for this par- 


make of cigarette. What 
the majority of the deal- 
ers attribute this to the “slick 
demonstration” on the Steel Pier. 
Here is an example of what one 
kind of free sampling, “properly 
served up,’ will accomplish. 
Joun H. Srnserc. 


1 
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Is inore, 


June 25, 1901. 
+o 
TRUE ENOUGH. 
Every advertisement ought to tell 
sometl about the goods, if it is only 





a single line. Pictorial advertisements 
might as well be supplemented by a 
few words concerning the goods they 


Ivertise It wouldn’t detract any from 





charm of the picture and it would 
serve to fasten in the minds of the 
public some facts about the goods in- 
tead of just the recollection of a pretty 
picture.—New England Grocer. 


+o 


ONE MAN’S IDIOSYNCRASY. 


An advertiser who has made a re- 
markable success with small copy in- 
sists that his two and three-line ads 


shall be placed in the same column with 
other small ads. If a publisher, by mis- 


take, gets his ad away from the bunch 

of little fellows and off by itself, he is 

severely called down.—Advertising. 
+o 


THREE AUTHORIZED VERSIONS. 
“Originators of the catalogue or mail 
order business’’ is the catch-phrase of 
Montgomery Ward & Co., “Suppliers 
of Everything to Eat, Wear and Use” 
is the way John M. Smythe Co. puts 
it, and “Cheapest Supply House on 
Earth” is Roebuck & Co.’s style. 
Mail Order Journal. 
ees oe 

ATCH-LINE OF WELL KNOWN 
AD ILLUSTRATED. CASCARETS. 


{ 
\ 


Sears, 














“THEY WORK WHILE YOU SLEEP.” 
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A Few Months Ago 
We Wrote to 100 Names 


Selected at random from the sub- 
scription lists of THe Lapigs’ 
Home Journal, asking how many 
persons read their copy of the 
magazine. 72 answered. In some 
cases 4 read each copy; others, 
6; the highest, 18. The total 
average was 8. We halved this, 
made the average 4, and multi- 
plied it with 900,000 copies. The 
result was large, naturally: 
3,600,000 readers. And yet we 
were within one-half the actual 
figures. 


The Curtis Publishing Company 
Philadelphia 























MEDICAL _ METHODS. 


The way to 
cine is to go ahead and introduce 
it, and the quickest way is the best. 

By using a few leading publica- 
tions and from one to three of the 
best papers in the centers of pop- 


introduce a medi- 


ulation, you can reach more peo- 
ple and make a deeper impression 
on them for your money than you 
can in any other way. There is 
no use in trying to do this thing 
on a small scale, provided you 
have money enough to go at it on 
a large scale. 

Of course you can introduce a 
medicine in one town at a time, 
or one State at a time, and in time 
cover the whole ground. But by 
the time you get through you will 
be dead, and you won't have made 
much of a success of your medi- 
cine, either. Somebody else will 
get the benefit of your- slow and 
arduous labor, and it is safe to as- 
sume that you would like a little 
slice of the income yourself. 

Too many people, when they are 
figuring on introducing a new ar- 
ticle, think too much about the 
figures on advertising rate cards 
and too little of the circulation 
they get for their money. It is 
possible, by the use of only a few 


publications, to thoroughly cover 
the whole country. Of course it 
costs money, but it is worth it. 


The big city papers, although 
their rates are high, are much 
more economical than the papers 
in the small country towns. When 
you come to figure out what you 
get for your money, you find that 
the rates are wonderfully low. 

Start right at the top and boom 
the medicine in representative 
publications, and in some or all of 
the great cities of the country. Of 
. course street car cards, posters 
and the house-to-house distribu- 
tion follow naturally. This could 
be done in one city at a time, and 
the country covered easily in a 
reasonable length of time. At the 
same time the druggists have to 
be worked up by mail matter and 
by canvassers, unless it is thought 
desirable to do a strictly mail or- 
der business 

Do not try to tell in each ad all 
‘the things the medicine is good 


PRINTERS’ INK. 





for. If you do you will have a 
hard time of it and will not be 
likely to get very satisfactory re- 
sults. The best thing to do, in 
my opinion, is to group into class- 
es the diseases and disabilities for 
which the medicine is a cure, and 
devote a set of ads to each class. 
This can be done without much 
difficulty, and the advertising will 
be much more effective than if 
you try to tell all about the medi- 
cine in each ad. 

As to the size of newspaper als, 
I should say that six inches single 
should perhaps be the minimum 
space. Where a cut can be used, 
by all means use one, and in that 
case double coluinn space is best. 

For example of good double 
column medical advertising there 
is nothing better than that of the 
Ripans Chemical Co., and for the 
single column the Dr. Pierce style 

s hard to beat, 

In advertising a new 
in the newspapers, big 
half a page or even a 
occasionally in good 
generally advisable. 

I would advise the use of a tes- 
timonial in every ad where it is 
possible to get one in. There is 
nothing more convincing than a 
testimonial that sounds honest.— 
New England Grocer. 

silildiecrenioaiee 


medicine 
spaces of 
page used 
media are 


The Remington does not overwork 
the operator --- the operator 


canaot overwork the Remington. 





Says a correspondent: “The thread 
of white around the lettering makes it 
beautifully sharp and readable.” 
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PITTSBURG 
PRESS 


Brings an Advertiser 


$547 for 24¢. 
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Cc. J. BILLSON, 


Manager Foreign Advertising Department. 


Tribune Bldg., New York. Stock Exchange Bidg., Chicago. 
UF” Don’t forget the Sunday Press with its colored supplement. 
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THE THEATRICAL SIDE 
KEEPING SHOP. 
By Jas. H. Collins. 


The successful retail merchant 
ought to have something of the 
showman in his equipment, for he 
is, in his own way, a provider of 
entertainment. The capacity for 
drawing curious folks and sight- 
seers has been an important fac- 
tor in the success of most of the 
Barnums of the retail world—is 
still a factor in the success of the 
modern department store. The 
showman who keeps shop must 
never allow his theatrical instincts 
to owertop his regard for hard 
facts, but if he will use odd meth- 
ods to color his facts he will be in 
a fair way to dominate his own 
locality, especially if he is doing 
business in a small city. Goods 
are potent attractions in them- 
selves. The fact that the most 
blase mortal will stop to look into 
show windows is proof of this 
truth. But there are many means, 
great and small, of setting people 
to thinking and — of your 
store, thought and talk being pre- 
ludes to visits and purchases. 

The automobile delivery wagon 
is still a novelty in many towns, 
and can be made a six months’ 
wonder before it loses its charm. 
Every housewife would order a 
bill of goods for the sake of hav- 
ing the vehicle stop before her 
door. Moving stairways have re- 
cently been built into several New 
York and Brooklyn department 
stores, carrying passengers to and 
from first floor and basement. It 
is probable that half of the women 
in these cities have dragged the 
other feminine half in for a ride 
on the new convenience, and while 
many went away without purchas- 
ing, many others spent money and 
became regular customers. At the 
very least a large number became 
familiar with the place. 

One of the new hotels in New 
York City keeps several bellboys 
busy showing visitors through the 
building from sub-cellar to weath- 
er-vane. None of them ever re- 
gister or bring direct returns to 
the hostelry, yet the proprietor is 
not only willing, but anxious, that 


they shall be shown every cour- 
tesy. A small pamphlet contain- 
ing pictures, statistics of ice, gal- 
lons of water and sides of beef 
used daily is given to all who 
avail themselves of this Pl for 
free inspection of the building, 
and as most of them come from 
remote parts of the country his 
establishment is one of the most 
famous in the United States. 
Every visitor is forever after a 
walking encyclopedia of and ad- 
vertisement for the hotel. 


Store methods are constantly 
changing. The cash carrier sys- 


tem that was novel in New York 
ten years ago is an everyday mat- 
ter in villages now. But the met- 
ropolitan stores have new won- 
ders, many of which could be 
transplanted to smaller cities and 
made the “talk of the town” until 
every last unit of the population 
had been in to inspect them in per- 
son. Anything that will draw 
sightseers is a material advertise- 
ment, provided the proprietor of 
the store knows how to turn the 
notoriety to his advantage. The 
retailer who has the strain of 
showman in him is seldom at a 
for means of keeping his 
townsmen talking. 


loss 


+o - 
A GOOD ADVERTISE MENT. 
_ The United States government has 
just ordered of the publishers, McClure, 
Phillips & Co., a large number of cop- 
ies of Prof. L. O. Howard’s ‘Mos- 
quitoes” 


for the use of the army. 


















PARKSIDE APARTMENTS 
GIRARD AVE. 40°*ST. FAIRMOUNT PARK. 
WEST PHILADELPHIA. 


PHILADELPHIA, 
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Quantity with Quality 


ADVERTISERS GET BOTH IN 


THE DETROIT 
FREE-PRESS. 


WITH A CIRCULATION OF 


Daily, 42,500 
Sunday, - ~=52,900 
Twice-a-week, 91,600 


It Offers to the Advertiser a Most Profitable Field. 


The Twice-a-Week Edition has more than 
a Local or State Prestige. It is a National 
Distributor for Advertising Mail Order 
Houses and General Advertisers. They 
find it a Profitable Medium. 


J. E. VAN DOREN SPECIAL AGENCY, 


Direct Representatives and Managers Foreign Advertising, 


Boyce Building, Chicago, Ill. Temple Court, New York. 
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ADVERTISEMENT WRITING. 


THE SIMPLEST WAY OF LEARNING TO 
DO IT SUCCESSFULLY, 


The first step in considering ad- 
vertisement writing as a profes- 
sion is to understand what the 
work is. Stripped of all theories, 
and of the glamor of literary or 
artistic skill, the advertisement 
writer is merely a salesman, His 
sales are not as direct as those of 
the man across the counter, or the 
traveling salesman ; but in the final 
analysis he is simply trying to do 
in print what any other salesman 
does in person. 

Naturally he is obliged to em- 
ploy methods somewhat difterent 
from those of a salesman who 
talks in person to a customer; he 
deals with the crowd rather than 
the individual; it is the difference 
between carrying a message in 
person and writing a letter about 
it. The personal element is large- 
ly eliminated: there is no shaking 
hands, no responsive glance of the 
eyes, no inflection of the voice; 
there is no deft, tactful dealing, as 


occasion may arise in conversa- 
tion, with the peculiarities or 
whims of the customer. All these 


things which, the successful sales- 
man may do in person are largely 
impossible. 

Not altogether impossible; the 
best advertising has a sort of per- 
sonality, the personality of the 
business it represents; in some 
cases a very powerful factor in 
getting results. 

It is not difficult to understand 
the qualifications for the work if 
this view of its character be kept 
in mind. A good advertisement 
writer should have the selling in- 
stinct, which 1s as difficult to de- 
fine as any other instinct. Some 
advertising men, just as some 
alesmen, have more of it than 
others; it is an essential; and it is 
generally developed by actual mer 
cantile experience. To this must 
be added some skill in the use of 
words in print; a literary faculty 
of a peculiar sort, terse, epigram- 
matic and direéct. 


These two aualifications—the 


selling instinct and the writing fac- 
ulty—are necessary ; 


the rest may 
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be acquired; and, of course, these 
may be greatly increased and de- 
veloped by the use and experience. 
It is difficult to say which of the 
two is more important, but it is 
undoubtedly a fact that men with 
the latter are more likely to ac- 
quire the former than vice versa. 

The field is a good one. The 
enormous increase in the amount 
of advertising done during the 
past few years has created a de- 
mand for the special talents of the 
advertisement writer. Business 
men—storekeepers, manufacturers, 
agents—must advertise if they 
would keep up. The progressive 
business man now recognizes the 
need of the specialist in advertis- 
ing, just as he has always recog- 
nized the need of the lawyer or the 
doctor. He employs an advertis- 
ing man just as he employs a head 
accountant, not necessarily because 
he could not do the work himself 
—although he rarely can do good 
advertising—but because he can 
spend hjs time to much greater ad 
vantage to the business than by 
keeping books or writing adver 
tisements. This is the view of the 
work now held by the wisest and 
most advanced business men. 

The question is, how shall a 
young man who looks to this pro- 
fession find out if he have the 
ability? And how shall he prove 
it? First, get into business, any 
business that is respectable. Sec- 
ond, study it with the selling meth- 


ods in view. How can the sales 
be increased? Study the require- 
ments of the people who buy; 


learn as much as possible of their 
wishes and expectations; find out 
why they buy, and why they do 
rot buy. Then apply the know- 
ledge gained to the art of “win- 
ning with printed words” those 
who can not be reached in person. 
A knowledge of the goods is im- 
portantly essential: but it should 
be knowledge which augments and 


assists the buyer's knowledge, 
rather than that which is the sec- 
ondhand knowledge of the seller. 


There are difficulties in the way; 
the information desired and need 
ed can not always easily had; 
a young man employed in a busi- 
ness house in any other than the 
advertising department has some 
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thing to do besides studying ad- 
vertising. Brains will find a way. 

There is no general rule of good 
advertising; each case must be 
dealt with by itself. Methods and 
matter suitable for one business 
are not always suitable for an- 
other; the character of the public 
to be reached by the advertising 
is an important study; the charac- 
ter and scope of the publications 
by which to reach them is even 
more important, so much so that 
this branch of advertising has de- 
veloped its own specialists. 

There are, however, great gen- 
eral principles of advertising which 
may be applied to all of it; they 
are mainly found in the canons of 
common sense and of good litera- 
ture, for successful advertisement 
writing is literature; and some of 
it literature of a very high order, 
requiring great intellectual power, 
a large knowledge of human na- 
ture and unusual business ability. 
The work of J. E. Powers, Nestor 


of advertisement writers and giant 
among them still, is good litera- 
ture; terse, cogent and interesting, 
judged simply as literature, and it 
is great advertising. Mr. Powers 
laid the foundation of his reputa- 
tion years ago writing advertise- 
ments for Wanamaker’s Philadel- 
phia store—Henry P. Williams, 
in Michigan Tradesman. 

; << 

PURE BRED. 

The advertising of pure-bred stock oi 
all kinds is an important factor in the 
income of many of the leading agri- 
cultural papers. It is a class of adver- 
tising unlike that of any other business. 
Most publishers, for no reason under 
the sun, make a “special rate’’ for live- 
stock advertising; many publishers take 
it at any old rate, and are glad to get 
it at that. The advertising is seldom 
it ever handled by an agency, and as a 
usual thing is just about as poor as type 
can make it. It pays—and in a major- 
itv of czses it does pay—not from any 
intrinsic merit, but simply because the 
wide-awake, up-to-date American farmer 
is out looking for good things, and if 
the breeder doesn’t go to him, he goes 
to the breeder and clamors to pay over 
his money.—Agricultural Advertising. 





Who 
Woald 
Live With 
a Mule? 


THINK OF THE VENTILATION WHICH WOULD BBE 


REQUIRED, AND YET 


GAS JETS TAKE AS MUCH OXYGEN AS A MULE. 


YOU ARE AT ALL 


TWO ORDINARY LAMPS OR 
IF 
PARTICULAR ABOUT YOUR 


BREATHING AIR YOU NEED INCANDESCENT LIGHT. 


The Edison illuminating Co. 


18 Washington: Avenue. 
Telephones, Main 1440 and 696. 





THIS AMUSING COMPARISON COMES FROM DETROIT, 
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Advertisers Prove Circulation. 


The 
Minneapolis 
Journal 


LEADS all Minneapolis Papers 
in amount of advertising carried 
in May, 1901. 


When You Make Money 








For an Advertiser He Wants You 








That is why we beat ’em this way 


Measurements for May, 1901: COLUMNS 
JOURNAL—Evening—27 Issues, . ; P 1255 
TRIBUNE—Morning and Evening—27 ome and 4 Sundays, 1145 
TIMES—Morning—27 Issues and 4 Sundays, ; ‘ : 1033 


OBSERVE, That the Journal carried all 
this advertising in 27 issues, while 
the other dailies had 31 issues, 
including four Sundays. 


LUCIAN SWIFT, F. H. SANDERS, 
Manager. Adv. Manager. 
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The Journal also 
Leadsin Classified 




















Advertising. | 


THE JOURNAL’S circulation 
goes into the homes. That is 
why the Journal gets the most 
advertising. 


When You Fulfill the Wants 
of the People They Want You 














That is why we 
Beat ’em this way 


The following is the record of Paid Wants 
of the Minneapolis papers for the month 
of May, 1901: 


JOURNAL—Classified Advertising—27 Issues, . . 10,491 
TIMES—Classified Advertising—31 Issues,. . . . 9.363 
TRIBUNE—Classified Advertising—31 Issues - » 9,303 


Foreign Advertising Department: 


Cc. J. BILLSON, Manager, 


New York Office, - = 86, 87, 88 Tribune Building 
Chicago Office, . - 308 Stock Exchange Building 
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THE BRITISH TRAVELER. 


In a report to the foreign office 
on the Trade of Para (Brazil) 
for the year 1900, Mr. Acting Con- 
sul Temple has some interesting 
remarks on the British traveler. 

“The way,” he says, “to adver- 
tise goods abroad is by means of 
capable travelers. A great pro- 
portion of the results commonly 
attributed entirely to the non- 
suitability of goods of British 
manufacture to the requirements 
of foreign markets should, I think, 
be traced rather to the insufficien- 
cy of travelers and special agents 
representing British firms. 

“Tllustrated catalogues and 
commercial literature are, I again 
repeat, quite useless unless pre- 
sented and explained to possible 
customers by competent and inter- 
ested agents. 

“Whust on this subject I would 
venture to draw attention to an- 
other point, which, although it has 
already been pointed out, is not 
yet, I think, sufficiently realized. 
It is generally stated and believed 
that the average British commer- 
cial traveler is very much inferior 
to his foreign colleagues in the 
discharge of his duties, in his 
power of grasping a situation, and 
in mastery of foreign languages. 

“How far this is based on tact 
I am not in a position to judge. 
Certainly many individual British 
travelers are above the average 
standard of their competitors in 
every way. Moreover, the history 
of the British nation, and the re- 
sults already achieved, would lead 
one to believe that when a real 
necessity has been recognized, its 
members are generally not found 
to be wanting in resource and ca- 
pacity to meet the demands there- 
by created. 

“Some years ago it was not nec- 
essary for the commercial traveler 
to be so alert, adaptable and capa- 
ble as it is to-day. At present 
there is a real necessity for good 
travelers and agents of British na- 
tionality and sympathies, if Brit- 
ish trade is not to lose ground, 
and it is not too much to suppose 
that these will be forthcoming. 

“Prejudice on the part of em- 
ployers may, however, prove a 
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great drawback and retard the ad- 
vance of British trade. It would 
be well if manufacturers and ex- 
port houses generally would rea- 
lize that it is an absolute necessity, 
if their interests are not to suffer 
very seriously, that capable trav- 
elers and agents resident abroad 
of British nationality should be 
found, trained and employed. 

“It would be hard to lay too 
great stress on this point. 

“At a critical period such as 
this, when international competi- 
tion is getting keener and keener 
every day; when the enormous 
extent and value of British trade 
is attracting the envious and jeal- 
ous attention of the world, it 
of the first importance that the 
duties of advertising, pushing and 
extending that trade should not 
be ieft to be performed by per- 
sons who, however excellent their 
intentions may be, are members 
of competing nations, and who 
must always be inclined to give to 
their countrymen the advantages 
of their capabilities, acquired often 
at British expense, whenever the 
opportunity occurs. 

“The widespread practice of 
3ritish firms to employ foreign 
agents and foreign travelers is, I 
think, a thoroughly short-sighted 
policy, and accounts to a_ very 
large extent for the foothold that 
goods of foreign manufacture 
have been able to obtain, often in 
a surprisingly short space of time, 
on markets which but a few years 
ago were almost entirely held by 
British manufacturers.” — News- 
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GROWTH OF THE 
CLEVELAND 
SUNDAY PLAIN DEALER. 






HE SUNDAY PLAIN DEALER long ago 
outclassed all its rivals in size, quality, cir- 
culation and advertising patronage. Dur- 


ing the early weeks of 1901 it has made 
even more remarkable strides than in the past. The 
following figures of Sunpay PLAIN DEALER circula- 
tion from the first issue in January to date prove the 
truth of this statement: 





















Sunday, January 6, . . 37,926 
| Sunday, January 13, . . 37,744 
Sunday, January 20, . . 38,058 








Sunday, February 3, .. 39,211 
Sunday, February 10, . . 39,308 







| 
| 
Sunday, January 27, . . 38,393 | 
| 
| 
| 
























Sunday, February 17, . . 39,511 
Sunday, February 24, . . 40,074 
Sunday, March 3, . . . 39,839 | 
Sunday, March 10, . . . 40,158 
Sunday, March 17, .. . 40,046 
Sunday, March 31, .. . 40,692 
Sunday, April 7,... . 41,401 
Sunday, April 14,. . . . 41,953 
Sunday, April 21,. .. . 42,188 
| Sunday, April 29,. . . . 43,358 
| 


The issue of last Sunday was 5,432 copies over 
the first Sunday in January. The Sunpay PLain 
DEALER now has a regular circulation considerably 
over double that of any other Sunday newspaper in 
Cleveland. The PLAIN DEALer’s press room is 
always open to the public, and the fullest opportu- 
nity is given advertisers to examine all books, 
records, white paper accounts and cash receipts 
covering every detail of circulation, both of daily 
and Sunday editions. 

—Plain Dealer Editorial, April 3oin. 
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THE 


COMMERCIAL PRESS. 
Under this title a paper was 
read at the dinner of the Business 
len’s League, of St. Louis, by D. 



























O. Haynes, publisher of the New 
York Commercial, on May 23, 
1901. A few extracts are given 
here: 

The purpese of this paper is to dem- 
onstrate that to the great development 
in our natural resources and our manu- 
factures, to the wonderft il increase in 
our com merce, and to t ling mag- 
nitude of our commercial nsactions, 
there is one most essential adjunct 
the Cor ial which has not 
held its place in o it race for com- 
mercial supremac th all phe- 
nomenal commer de- 





velopment, it is deplored 























that there one daily newspaper 
in the U I properly rep- 
resents interests—I 
mean a newspaper with an efficient ser- 
vice, which devotes its ent resources 
and attention to business subjects, and 
gives the business men ea morning 
comprehensive market repor and the 
business news of the world for the pre- 
vious day. 

While the general newspapers have 
kept pace with the popular needs, and 
have chronicled the great events of his- 
tory, and the minor happenings of 
every-day life with fidelity, they have 
not given the same attention to the 

mercial and industrial life of the 
nation. ‘The statistics of our wonder- 
ful growth are found onlv in the dry 


tomes of the government bureaus, which 











are accessible to comparatively few ac- 
tive business men. Here lies the op- 
portunity for the pioneer commercial 
nalist. He takes from the mass of 
resting details the facts that bear 

upo: n the world’s markets, and presents 
them in attractive form, pointing out 
their bearing upon the conditions of 
to-day, and places in the hands of the 
progressive, alert and intelligent busi- 





ness men of the hour the weapons with 
which 














he can win success. The cables 
bring to him the markets of Europe; 
the wires across the continent flash the 
news of killing frost or new found 
wealth in mines, of storm and flood 
The thousands of correspondents gather 
the figures of the cott crop, the fruit 
vield, the trade con losses 
fire or failure, and a $s vast store- 
house of information is laid before the 
merchant at his breakfast table, or at 
his office, to inform and guide him for 
his day’s work. What could be more 
practic and necessary. . 
An efficient cable and telegraphic ser- 
vice is a necessary aid to a commercial 


newspaper. It must keep pace with the 








general newspaper in the use of the 
wires, the speed of the presses -" the 
facilities of the composing room. Take, 
for example, the cotton Tele- 
graphic reports from the cities of the 
South on cotton and cottonseed pro 
ducts, tdgether with cables from the 
leading European l place the 
reader in a comme ress that is 
impregnable. 


The commercial newspaper has a field 
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to itself, and to be a great agent of 
commercial publicity it must have the 
necessary resources and equipment. Its 
writers must be men trained to their 
respective departments. It should have 
correspondents in all important trade 
centers. It should maintain an exten- 
sive cable and telegraph service, and it 
should print the business news while it 
is news. Such a commercial newspa- 


per should represent all sections of our 
country, for the railroad, the telegraph 


and the telephone are constantly anni- 
hilating distances and making the whole 
country practically one business terri- 
tory. It should deal with the facts and 
avoid all sensationalism. It should 
study to reflect correctly existing con- 


ditions, as well as to report actual tran- 


sactions. It should give the business 
an the news of his competitors, as 
ae as that of his customers. 


With the world’s acknowledgements 
of our commercial supremacy—with our 
billion dollar corporations and transac- 
tions so large as to eclipse the sun in 


brilliancy, and with so many bright 
business brains that the moon is losing 
its job—is the time not opportune for 
the business men of the United States 
to have a commercial press that will 
place at their disposal the commercial 
news of the entire wor!d? 
or 
IN JINGLE HUMOR, 

A correspondent writes: There is 
but one sound objection to the adver- 
tising jingle, and that is the fact that 





it is bound to ring false when the read- 
er is in jingle humor. 


not 








THE SIXTH 
PRINTERS’ INK 
SUGAR BOWL. 


What is the Sixth Sugar Bowl? 
It is a sterling silver Sugar Bowl, made by 
Tiffany, properly engraved and put into a 
case befitting its character. 


For what is itto be awarded? 

It will be awarded by PRINTERS’ INK, the 
Little Schoolmaster in the Art of Advertis- 
ing, to that trade or class paper which, all 
things considered, best represents its con- 
stituency, thus making it the best of all the 
trade or class papers. 


Why is it called the Sixth Sugar Bowl? 

Because five bowls have already been 
awarded to the newspapers in various sec- 
tions of the country that best represented the 
regions in which they circulated, The Sixth 
is for the best trade paper. 


Who can compete? 
Every trade paper that thinks or asserts 
that it has a fair chance to win. 


When does the competition close? 

That has not been decided, but the date 
may be an early one. The earlier points of 
excellence are set up and sent in, the less 
the chance there will be of losing the prize 
by procrastination. 
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The Rank and File 








—the men and women who earn 
their money and spend it, the peo- 
ple who buy nearly all the necessi- 
ties of life and a large part of the 
luxuries—are the people the ad- 
vertiser wants to reach. Ninety- 
nine per cent of them ride in the 
street cars and read the street car 
advertisements. This is _ the 
clientele we offer the advertiser who 
uses our system of street car ad- 
vertising. Get your advertisement 
in our cars if you want quick and 
big results. We have the best 
cars in the best cities and will 
gladly tell you anything you may 
want to know about our system, 
cost, etc. 


GEORGE HISSAM @ COMPANY, 








253 Broadway, New York City. 
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QUESTIONS FOR ART 
STUDENTS 


The latest issue of the National 
Printer - Journalist contains the 
following interesting questicns 
and exercises for students, mean- 
ing beginners, we presume, in ad- 
vertising. They are certainly in- 
teresting; and in the effort to an- 
swer and elucidate them, the reo- 
rhyte will probably make clear to 
himself that he actually does not 


possess all the knowledge he 
thought had been safely accumu- 
lated: 

1. What is an advertisement? Give, 
as nearly as possible, the true meaning 

as indicated in the best dictionary 
you have available—of the verb “ad 
vertise.”” oh 

2. What purpose does advertising ac- 
complish? What advantages or disad- 
vantages do you think newspapers de- 


rive from inserting advertisements? 

3. Name the parties directly concern- 
ed in the production of an advertise- 
ment. Who pays for them? Who 
writes them? Who sets them in type? 

4. Distinguish between an advertise- 
ment and news. What should an ad- 
vertisement contain? In what respect 
do advertisements contribute to the 
stock of news provided by the publica 
tion in which they appear? 

5. For whose special benefit, in your 
mind, is an advertisement designed? Is 
it designed to sell the goods, to sup 
port the newspaper or to attract the at 
tention of the publi 


6. What do you cain the most ef 
fective wo al of advertising—to make 
prominent the desire to sell, to make 
an attractive advertisement, to create 


for the article, to give 
information or to interest the reader? 
To what spec senses should an ad- 
vertisement appeal? 


uw. 


7- What classes of advertisements 
you notice in your local paper? Define 
“liners,” “paragraph advertisements,’ 
“classified advertisements” and ‘“‘dis- 
play advertisements.’’ What is a “‘read- 
ing notice’? How is it paid for? What 
is a “card,” a , Personal,’ a “business 
announcement’ What is a “puff’’? 
Give your opinion of the legitimacy of 
“reading notices’ and “puffs.”” How 

may they be distinguished? 

8. Select from your local paper ex- 
amples of the above named classes of 
advertisements and name them. 

9. Select from your local paper, or 
favorite metropolitan paper, examples 
of what appear to you to be good ad- 
vertisements. Mention, critically and 
comparatively, if you can, the features 
that appear td affect their character, as 
good or bad examples of the art. 

10. Can you easily distinguish be- 
tween plate advertisements and those 
the local printer? Select ex 
What are the advantages and 


a want or desire 











do 


set up by 
amples. 
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disadvantages of each kind? What is 
your opinion as to illustrating adver 
tisements ? 
Til. 
11. Write an example of each of the 


following classes of advertisements: 
Card, Personal, Liner, Keading Notice, 
Business Announcement, Puff. Write 
a “Situation Wanted” advertisement, a 
“Help Wanted” advertisement, a regu 
lar Announcement” of a 
tradesman starting in business in a new 
location. 

12 What is a “‘catch-line’’? 
what ycu would consider six good, 
inal catch-lines of six ditferent 
you have noticed advertised. 

13. What is the meaning of 
ters “tf.” “eow,” “rt,” you notice in 
ertain local advertisements? Note oth 
er such additions and explain their pur 
port. What is the purpose of affixing 
er prefixing the abbreviation “Adv.” to 
certain advertisements? Where do you 
usually find such announcements? 

14. Supposing you are a member of 
a local iyceum or dramatic club, write 
an announcement of an imaginary de- 
bate, with names of participants, etc., 
for the former; and one announcing the 
appearance of the local club in a 
tain production for the latter. 

15. Mention the names of any metro- 
politan daily, weekly or monthly pub 
lication whose advertising columns you 
study. What distinguishing features 
have you observed in these various 
classes of publications in regard to the 


advertising? 


“Business 


Give 
orig- 
articles 


the let 


cer 


ail 

A LITTLE TOWN AND A BIG 
RECORD. 

Kendsiiville, Ind., a community of 


3,500 people, can justly lay claim to two 


of the test advertised articles in the 
market to-day. These are the McCray 
Refrigerators and the Baker Bedside 
and Reading Tables. Both establish- 
ments are veritable hives of industry, 


and examples of what may be accom 
plished by means of judicious advertis- 
ing. Of course, it has required much 
hard work and intrinsic merit to win 
such reputation as these concerns en- 
joy, but they attribute their success in 
ne small degree to the publicity which 
is achieved only through forceful an- 
nouncements coupled with discriming at- 
ing sense.—Adz vertising Expe rience, 














Men who sit down 
much are usually 


When 
You 
Think 
Of It 


Carlsbad Sprudel Water is a medicine 
Prepared by nature. It cures It is 
atures own remedy, is recommend- 
ed by the medical fraf€rnity of Europe 
and America for these ailments. Write 














for pamphi 
Eisner & Mendelson Co., sole agents, 156 Pranklia Street, 
New York. 4 











“WHEN YOU THINK OF IT” THIS 13 A 
VERY FAIR PORTRAIT OF WILLIAM MAKE- 
PEACE THACKERAY, 
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School and College 
Advertising 








‘ 


The Kansas City Fournad is one of the few daily newspapers to which educa- 
tional advertisers seem to stick close. For two summers this daily has carried 
double the amount of educa*ional advertising of any newspaper west of Chicago. 
The Yournal claims a bona fide daily and Sunday circulation of 50,000 ; also a 
weekly circulation guaranteed to exceed 115,000.” —From editorial in “ Printers’ 
Ink,” The Little Schoolmaster in the Art of Adve tising, April 10, 1901. 








T HIS summer, as usual, THE JourNAL will make a special feature of School 


and College Announcements. 
This class of advertising is no experiment in THe JouRNAL ; it pays. 


To reach the educated people who have sons and daughters to send to 
school the columns of THE JOURNAL are indispensable; you can reach them in no 
surer or more effective manner. 

i yartial list of schools and colleges advertising successfully in THE JouRNAL 
is as follows: University of Kansas, Lawrence; Miss Barstow’s School, Kansas City; 
Ladies’ College, Liberty i ; Frances Shimer Academy, Mt. Carroll, Ill.; Synod- 
ical College, Fulton, Mo.; Tarkio College, Tarkio, Mo.; Missouri Military Academy, 
Mexico, Mo.; Washburn College, Topeka, Kan.; Drake University, Des Moines, 
Ia.; Hardin College, Mexico, Mo.; Harnsby Hall, Bunker Hill, I11.; William Jewell 
College, Liberty, Mo.; Kansas City University, Kansas City; Miss Elizabeth L. 
Kawes, New York; Christian College, Columbia, Mo.; Humboldt College, Hum- 
boldt, ia.; Albany Female College, Albany, N. Y - Austin School, Salina, Kan.; 
Baker University, Baldwin, Kan.; Miss Bigelow’ s School, Kansas City; Miss Chen- 
oweth’s School, Washington, D. C,; Dillenbeck School of Oratory, Kansas City; 
Drury College, Springfie!d, Mo.; Fairmount College, Wichita, Kan.; School of Fine 
Arts, Kansas City; School of Law, Kansas City; Lewis Academy, Ww ichita, Kan; 
Mt Barbara Military School, Salina, Kan.; St. Mary’s College, St. Mary’s Kan.; 
Todd Seminary, Woodstock, Ill.; University Military Academy, Columbia, Mo.; 
Bethany College, Linds borg, Kan.; Miss Annie Brown, New York; Kansas State 
Normal, Emporia, Kan.; Cottey College, Nevada, Mo.; ixemper Military Academy, 
Boonville, Mo.; Wentworth Military Academy, Lexington, Mo.; School of Tele- 
graphy, Salina, Kan.; Topeka Business College, Topeka, Kan.: Union Business 
College, Quincy, li’; Wichita Commercial re Aaa W'chita, Kan.; Spaulding’s 
Commercial College, Kansas City; Brown’s Business College, Kansas City; Kansas 
City Business University, Kansas City; Blees Military Academy, Macon, Mo.; St. 
John Military School, Salina, Kan , etc., etc. 

THE JourNAL is the only newspaper west of St. Louis to devote a department to 
School and College News; this news is published every Monday during the entire 
year and every educational institution in the country is cordially invited to use its 
columns frecly. The special page of college advertising this summer will appear on 
on the following Mondays, fourteen in all: June 7th and 24th; July rst, 8th, 15th, 
22d, 29th; August sth, 12th, 19, 26; September 2d, oth, 15th. There will also bea 
special column every day. The advertising rate, Daily or Sunday, is 10c. an agate 
line per insertion, or $1.40 per inch, there being 14 agate lines to the inch. Advei- 
tisements of 7 lines (44 iach, will be accepted. 


+ —-—_ 








THe Kansas Ciry Journat, 
Kansas City, Mo. 
R. R. WuitmMan, Advertising Manager. 


THE J.E. VAN DOREN SPECIAL AGENCY, Publishers’ Direct Representatives, 
407-11 Temple Court, New York. 1104-5 Boyce Building, Chicago. 























{N THE OFFICE. 
Many a manufacturer, in this 
day of finely finished machinery, 
would think himself a fool if ‘he 


allowed: his engines to lack the 
latest gauges and governors, or 


his looms to be without the !atest 
automatic attachments, who never- 
theless would, in his own office, 
with his human machines. the 
clerks, disregard all questions of 
comfort, mechanical systems or 
modern aids. 

By the way, they call part of 
the weaving machine “a mule” 
why not treat the man as well as 
if he were a mule? He will work 
better if the temperature is even. 
The day’s output will be greater 
if he works without friction. The 
product will be of a higher grade 
and of a more even quality if his 


desk, his pen, his ink bottle, his 
stationery, all his aids, from a 
blotter to a comptometer, are of 


the best, and ready to his hand. 
Printed forms, conveniently 
ruled blanks, printed lists of cus- 


tomers, all aid the worker, and 
hasten the work, although im- 
proving its accuracy. ‘Think of 
the burden of ruling the same 


blank fifty times a year with pen 
and ruler, or the rewriting month 
after month the same list of 
names. Pay the printer and aid 
the clerk. 

What nonsense it is to get two 
meals and to sleep in a palace, 
and then spend nine-tenths of the 
daylight hours in a dreary barn; 
and what economy is there in hay 
ing work diminished, or rendered 
less effective to a figure of twen- 
ty-five per cent, when a moderate 
investment would raise the whole 
tone of an office, and make every 
clerk a more capable and more 
willing worker. 

Ten thousand dollars may seem 
a large sum to expend on an office 
where twenty clerks are employed, 
but if such a sum were properly 
invested in neat desks, cabinets, 
closets, systems of maps, modern 
letter files, card indexes, comp- 
tometers, modern letter presses 
and patent indexes, it would pay 
good interest. Ten thousand dol- 
lars invested in a perfect modern 
ou‘fit would cost any strong house 
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about 


cent 
or $400, which would be $20 per 
clerk ner annum. 

nothing of 


four per per annum, 


To say personal 
pride and comfort. 


But really, there is humanity in 








The old Biblical rule, “Thou 
not muzzle the ox that 
treadeth out thy corn,” is but a 


paraphrase of the ery of the clerk 
for his measure of justice. 

Poor willing fellow, he 
early, never hesitates to work late, 
knows no labor union schedule of 
hours, or compositors’ ‘double 
time for night work,” his lunch 
hour is a movable feast, depending 


comes 





upon Steamer day, Settlement 
day and other emergencies that 
arise with every change of wea- 
ther or season. Too often he be 


after years of service, half 
child, half machine, incapable of 
doing other work than that which 
his years have chained him to, but 
doing that methodically and well. 
\h! If the employer could rea- 
lize how much inspiration as well 
as childlike pleasure such a clerk 
would get out of a new desk, or a 
new chair, or some new aid to his 
work, the makers of office fixtures 


comes, 





would find it impossible to fill 
their orders. 

There is more ignorance than 
calculation in it. Surely more 
miscalculation than economy. Na 


poleon may have been a bad man, 
but he was no fool, and he. knew 
how to give titles and decorations 
to really serviceable people. 


Oh, merchants of the twentieth 
century, human nature is a hard 
thing to deal with, but you will 


be doing your part if you lighten 


the burden, and lend comfort to 
the lives of those who work for 
you. And if you consider the in- 


terests of the men as carefully as 
you would the care of your ma- 
chinery, you will see smiles, and 
broad ones, not only on the faces 
of your clerks, but on the figures 
of your bank accounts.—Fame. 


> —— 


THE ADWRITER’S VOCABULARY. 

With no class of writers do words 
count for so much as with adwriters. 
Every word costs; on it may rest suc 
cess or failure; it should, therefore, 
have sledge-hammer force, high-pres- 
sure steam behind it.—National Print- 


er-Journalist, 
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MR. CONGER’S ADVICE. 

“Opportunities for Americans 
in China” was the subject of a re- 
cent address by Edwin H. Con- 
ger, United States Minister to 
China, before the American Asi- 
atic Society in New York City. 
Mr. Conger says that great trade 
possibilities are existent in the 
Middle Kingdom, which, if pro- 
perly, industriously and judicious- 
ly taken advantage of, both by 
government and individuals, will 
result in great profits. There are 
rich mines to be developed in 
China. Treasures have been hid- 
den for beneath Chinese 
rocks and mountains, and while 
trade does not grow on bushes in 
China any more than elsewhere, 
it can be found there and reason- 
ably made to respond to intelli- 
gent development and untiring en- 
terprise. There is very much ‘that 
American merchants must do 
themselves. Our government can- 
not create commerce in China, or 


ages 


elsewhere. It can only furnish 
the opportunity by opening the 
door. Mr, Conger says further: 

One great trouble with our foreign 
trade is that our merchants and manu 
facturers have never taken hold of it 
as a serious and permanent business. 
Whenever they have found themselves 
with a surplus of products, and only 
then, they have gone abroad to sell 
them, and have sold them, if possible, 


regardless of profit or future transac- 
tions, and then abandoned the field un- 


til an accumulation of another surplus 
has driven them forth again. In the 
meantime their European competitors 


have been on the ground all the time, 
studying the wants of the people, fa- 
miliarizing themselves with the condi- 
tions and methods of trade, acquiring 
the language of the country, accommo- 


dating themselves to the situations and 
establishing intelligent and permanent 
agencies—plants which may not be at 


once profitable, but from which bounti- 
ful harvests may be reasonably expect- 
ed in the future. Americans must, if 
they hope for success, do likewise. 
The present is a most auspicious time 


for general expansion of American 
trade. Our products are abundant, and 
money is cheap and anxiously seeking 
investment. In the last four years, 
under wise .\merican policies, marvel- 


ous improvement in industrial and eco- 
nomical conditions has been wrought 
throughout all the Union. 


Under our revenue system, which 
bears a less weight upon the people 
than any other known, and which has 


proven to be the best financial policy 
the world has ever seen, capital has in- 


creased so rapidly that, after fully de- 
veloping our own country, we find our- 
selves no longer a borrowing nation, 
but a lender to the richest governments 
on earth, and must still look abroad for 








Iditional investments. No enterprise 
in the Orient promises greater returns 
than that of banking, no business pays 
better, and no one thing lays a heavier 
or more unnecessary burden upon our 
foreign trade all over the world than 
the lack of convenient American banks. 
American merch s, who in their ex- 
changes have had to pay heavy tribute 
to the foreign corporations, can verify 
this statement. The demand for a 
strong American bank in the Orient 
with convenient and necessary branch- 
es, and the benefit it would be to 
American trade, are questions worthy 
of the gravest consideration. 


HOW TIMES HAVE CHANGED. 


It used to be the 


universal custom 
that a sale is a sale no n.atter how ob- 
tained, and on that score think ot the 
shoddy goods that used to be worked 
off on the ignorant. Why, that simple 
policy, “money back if not satisfac- 
tory,” is doing more to elevate the 
standard of quality in the business 
world than all the golden rules that 
ever were formed. It drives the retail- 
er back on the manufacturer. He says 
to the manufacturer, “If I guarantee 
this article, you have got to stand be- 
hind me. If it isn’t satisfactory to my 
customer, I will come back on you for 
it."—M. P : 





B. B. Earnshaw, of 
i Be & 


nn 

~ 

0 

- 
oe | 


Earnshaw 


3rother, wholesale 


grocers of Washing- 


ton, says: 


in the Star a month—§18 worth 
in all the other papers, which 
shows whatI think of the Svar. 
As an advertising medium for the 
city of Washington, no other 
paper is hardly worthy the name.” 


M. L. STARKE, Representative, 
New York 


’ Cut 
Tribune Building. 





AGO, 


Boyce Building, 


4 

4 

4 

4 sd 
{ “T do $90 worth of advertising 
4 

4 

4 

4 

4 

4 


> ap te ee ot 


. 
SOC OOF OT II 











22 PRINTERS’ INK. 


AADUISOR 


The Advisor accepts the American News- 
paper Directory as the standard in newspaper 
ratings. The obstacles which obstruct its 
efforts to get true and reliable information 
are many. 


ok 
i 


The directory question is one which in- 
terests every publisher in the country—nay, 
the entire world. But in the United States 
directories are becoming altogether too num- 
erous. In this, as with other books of refer- 
ence, it is necessary to have one which may 
be relied on as being an authority on the 
matter of newspaper circulations. There can 
be no question about the fact that at this time, 
as for many years past, the American News- 
paper Directory is that authority. The Ad- 
visor is not paid to make this announcement. 
It makes the statement in the interests of ad- 
vertisers and publishers because it is true. 
One thing the advertiser is almost cock-sure 
of when he refers to the American Newspaper 
Directory is that the circulation figures he 
sees therein are not overstated to any great 
extent. In most other directories they are. 
Only the publisher himself is to be blamed for 
not securing a proper rating in that publica- 
tion, and every advertiser of consequence 
knows it. Thus the publisher who refuses to 
furnish a statement places himself under a 
reasonable suspicion.— 7he Advisor for June. 


New York, June, 1go1. 
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The publishers of the American News- 
paper Directory have an experience and 

an insight into the intricate meshes of the 
public press in North America which 
could hardly be acquired by the ordinary 
mortal, The American Newspaper Di- 
rectory presents a digest of this experi- 
ence and constant observation in quarter- 
ly issues, year after year. The labor 
saving arrangement and tabulations of 























facts, and the true chronicling of the 

constant changes in newspaperdom are 

of the greatest assistance to advertisers 

to determine value, character and 

probable influence of a newspaper or 

periodical. 
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NOTES. rs are producing a harmonious effect. 
a The story of the Cunningham piano is 
weli and interestingly written. The 


“ProroGRAPHING Show Windows” is 
the subject of an article in the 
issuc of the S w (Chic 


catalogue has an embossed cover in 
white, black and gold. 





w indo 
Autpany, N. Y., through its Chamber 
of Commerce is making elaborate ar 
t ements to take care of the larg 
ember of tourists who may visit that 
ye : a. - . = city during the coming season. The 
5 THe list for the Excelsior Quilting Times-Union, one of Albany’s leading 
Company’s (15 Laight st.. New York newspaper has made arrangements 
City) advertising is now being made up. whereby parties bearing cards of 
The business is placed by E. M. Sned- duction from it will be shown special 
len, 140 Nassau_St., New York City. attention. The paper invites everyone 
to come in and receive a card. 


“WITHIN sight and hearing of the 
Sound” is the inducement offered by 
a eel A shore resort in its adver- 
tising. 





















rm Implement News, Chica 
annually, in substantial c A LEADING Chicago house is using the 
a “Buyers’ Guide,” names and pictures of prominent ac 





‘lassified lists of manufacturers of farm tresses on some very attractive window 


iplements, machines, vehicles and re- cards. Mary Mannering is the feature 
pairs. of one, with the incidenté il remark that 
pe . : : : some ex nt oxfor ‘for a season’ 
Tue Evening Telegram is easily third e excelle oxfords ‘for a season's 

: ’ : summering” are for sale inside. The 


among the New York evenin upers in : 
‘ se k eve ee dudes on the march with big canes and 
point of volume of circulation. Con- , 


. top coats, and the company of maidens 
sidering volume and quality of circula zt , : -A 
: tt . near them, which are so familiar to the 
oa the Ever y ram undoubtedly 7 
J 








s Ss } 
ciiiin Dumt Sen ke. Kad ; iad public in bill board announcements of 
stands first in its fic Id. F. J, Gibson. [Pe (al Geom Meaateta”” are both ae 


THE new catalogue of the Cunning- produced on another good-sized window 








ham Piano Company, manufacturers of card. The inevitable shoe announce- 
the “Matchless Cunningham  Piaro,” ment appears therewith, under the head 
1105 Chestnut street, Philadelphia, is a ing, ““A Good Maxim.” Of course, 
specimen of beautiful advertising. It everybody recognizes the connection 
has 32 pages, 7!'4x9 inches in size. A with the play.—Shoe Retailer. 

series of fine halftones illustrate the - +o 

construction and finished products of NOTHING can hide a meaning so well 
the company. The iting and type as a hackneyed phrase. People never 





airengements and the choice of the col- think of what they really mean. 














Children’s 
Colds 


usually result from playing 
at windows or upon floors 
of drafty, unevenly heated 
rooms. Hot-Water and 
Steam Systems warm 
evenly and genially the 
entire house—no cold rooms 
or hallways. 





H. I. SPINNEY, 
FARMINGTON, Maine. 


{DEAL Boilers and 
AMERICAN Radiators 
































THE ad above from the Farmington, adopted by many progressive jobbers 
Me., Chronicle 1s a good specimen of an1 manrutacturers, who realize the im- 
an electrotype which manufacturers portance of helping the retail dealers 
supply to their retailers, the address end to advertise their products propcrly. 


name of the retailer being added by The cuts are generally furnished free, 
the local paper. This practice has been the merchant paying for the space only. 
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AMERICAN AND ENGLISH. 

As the American invasion of Euro- 
pean markets advances, the alarm of the 
european press, as will be seen by an 


article in our Foreign Topics Depart- 
ment this weck, seems to increase. The 
proposal of Paul Leroy-Beaulieu that 
turope form a tariff union against the 
United States has not met a wide re 
sponse, and now the Cologne Gazette, 
according to the cable dispatches, pro 
poses a Russo-German commercial un 
ion against America, only to find that 


the Kussians are reported to be more 
inclined to favor a Russo-American un- 
ion against Germany. What the gov- 
erniments thus fail in doing, however, 
be attempted by the manufacturers 
interested, if we are to credit a Geneva 


may 







dispatch to the London Daily Mail to 
the effect that the Swiss, Austrian and 
German manufacturers are contemplat 
ing a union to boycott American goods. 


this news is undoubtedly “important if 
true’; but in a cable dispatch from the 
manufacturing city of Prague, in / 
tria, where the movement said to 
have originated, it is stated that the 
manufacturers there know nothing 
about such a movement. In the mean- 
time, our in the arena of in 
ternational trade rivalry go on. The 
German “Verein fur Socialpolitik” has 
just brought out a book containing an 
alarmist view of American trade com- 
petition, written by Dr. Carl Ballod, 
who great danger to European 
manufacturers in our growing iron, 
steel, cotton and silk industries. The 
American consul at Edinburgh says: 
‘The tide of American imports into 
Scotland steadily rises. This true 
not only of our food products, which 
are in universal demand, but 


us 


1s 


successes 


sees 


1s 


almost 
also as to a numerous variety of man 
ufactures. During the last twelve 
months the quantity of American goods 
in the markets of the east of Scotland 
has been much larger than ever before. 

Literary Digest. 

-_ - 

DEPRECATE 
METHODS. 

British phlegm cannot 
American reporter, and a 
been started to keep the Yankee jsour- 
nalist away from those official functions 
which should be approached only with 
an air of subdued humility and re port- 
ed with due regard for the conservatism 


BRITONS OUR 


the 
has 


stand 
movement 


of British life, says the St. Paul 
(Minn.) News. We are informed by 
the cable that the British Institute of 


Journalists has secured a monopoly of 
the passes to official functions and that 
hereafter no passes will be given to 
reporters who are not members of the 
institute The reason for this action 
given as the indecent haste used by 
the American reporters who rushed to 
the telegraphic office from Qsborne and 
cabled the news of the death of the late 
queen with such unseemly hurry that 
it was printed in St. Paul before it was 
known in London. 


“> 


Is 


Most of the time that a merchant 
worries about a way to express his idea, 
he has not much of an idea to express. 

-White’s Sayings. 


INK. 





on 

ad 
THE FREE DELIVERY SYSTEM. 
_ The free rural delivery system which 
is being put into operation at a rapid 
pace by the government is not yet 
thoroughly understood by many _ people 
The system is simple easy of execu 
tion. here are thousands of little 


postoflices and stage routes in the Unit 
ed States which may be put out of ex 
istence by establishing among the farm- 
ers a delivery similar to that 
employed in cities. The carriers start 
from offices of the second or third class 
occasionally from those of the fourth 
and cover the entire farming country 
for miles around. The route must be 
at least twenty miles long. Carriers 
arrange wi country folk that 
several may their mail in a single 
box at a reasonable distance—less than 
a mile—from their homes. Thus the 
carrier may serve between one hundred 
and one hundred and fifty fz 
daily—after the noon hour 
excepted. Carriers carry stamps 
other supplies, are authorized to 
mail matter and make out money 
orders. Can any daily newspaper man 
or mail order dealer fail to his ad 
vantages in this system? It the in- 
tention of the government to build 
up this system that all fairly settled 
rural regions may be covered in this 


system 





get 





regis- 


see 
is 









manner—-one set of carriers coming up 
to the line upon which another set is 
working on the other side. age routes 
and small postoffices will be wiped out 
and people in farming districts will re- 
ceive a daily mail service instead of go- 
ing to town once a week Ivisor. 
THE MOOD TO ASSUME. 

The mood to assume in preparing an 
ad is the one that would possess you 
in handling a customer—a quiet deter 
mination to tell everything about your 
goods that could possibly influence a 
sale, and to tell it as briefly, clearly and 


persuasively 
Century Ad 





possible. Twentieth 





Saad - 


ILLUSTRATED ADVERTISEMENT. 





— 7 
ALAS § 


“AN EXCELLENT OPPORTUNITY FOR AN 


OPENING.’ 
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26 
A TAILOR’S TRICK. 

A remarkable personage made his ap- 
pearance down in the financial district 
about a month ago. He is still going 
the rounds of the town, gradually work- 
ing his way up toward the Tenderloin. 
He is a singularly good-looking, well- 
bu'lt man of thirty, with a smooth, well- 
shiven face and a smiling pair of brown 


eyes. He walks into your office and 
waits for you to look up from your 
desk and say, ““Well?’’ He smiles pleas- 


aatly at you and inquires: 

**How do you like this suit?” 

You look at the suit and you per- 
ceive that it is an admirable specimen 
of the sartorial art, cloth of a fine tex- 
ture, cut tiptop, fit perfect. But you 
can’t see the point, of course, of the 
query of this total stranger to you. 

“The suit’s all right,”’ you probably 
reply. 3ut what of it?” 

‘Nothing, except that it cost me only 


$20, and I had it made at Shear’s,” the 
mzn replies in a most polite sort of 
way. at the same time handing you one 
of Shear’s business cards, and then, 
with a most graceful bow, he passes 
out, leaving you in a natural state of 


wonder. The scheme is said to have 
paid Shear, which, of course, is not his 
name. sc well that he has quadrupled 
the size of his tailoring plant.—Wash- 
ington Star. 
~7o 

CIRCULATION 
The only 


IN VALUES. 


standard is one of judg 
ment. The advertiser should pay for 
that publicity only which brings justi- 
fiable returns. If a small magazine 
reaches as many prospective buyers of 
his individual wares as a vastly larger 
one, it is the better medium of the 
two.— Returns. 


+ 


THE practice of 





advertising articles 
of food by leaving samples may work 
well enough at private houses, but in 
flats it occasionally causes trouble. Sev- 
eral weeks ago small packages of a cer- 
tain cereal were left at the door of each 
flat in an upper East Side apartment 
house. A young lawyer who recently 
moved in was very much disgusted to 
discover that some neighbor had taken 
the package intended for him. One 
night last week he heard a faint knock 
on his door, and when he opened it he 
found standing in the hall a small-sized 
bottle of a new table sauce. He picked 
it up. Across the hall in front of the 
adjoining flat was another bottle, and 
he gathered this in to make up for the 
package of cereal which had been taken 
the week before. As he thought it over 
he became certain that other packages 
left in front of his door had been taken 
by his neighbors, so he made the rounds 
of the four floors in the house, collect- 
ing four bottles on each floor. Then 
he thought of the way in which the jan- 
itor had robbed him of ice and he went 
down to the basement and secured the 
janitor’s sample. Everything on his 
table is now flavored with this new 
sauce, and although he does not like it 
he is determined to use it up, just to 
get even with some of the mean people 
who live in the house.—New York 
Morning Sun, 
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INDIVIDUAL FOLLOW-UP. 


I believe the advertiser who wants to 
make his advertising pull a little more 
will not confine himself to a set form 
of follow-up letters, but will make them 
a personal matter and deal with each 
individual as seems best. Even if he 
uses a set form this letter should not 
be a formal one. It should assume the 
recipient to be interested in the article 
he inquired about and intelligent enough 
to know its value. It might express sur- 
prise that so intelligent a man had not 
availed himself of the opportunity to 
purchase, and intimate that the writer 
was oppressed with sorrow that he had 
not been able to secure for a customer 
a man so well fitted to do credit to his 
firm and add glory to the goods manu- 
factured by it. Above all it should be 
a heart-to-heart letter.— Agricultural 
Advertising. 

ee ae 

THERE is no kind of advertising so 
heen as newsnaner advertising and 
there is no kind that produces such im- 
mediate and satisfactory returns. The 
posting of bills, the use of street car 
signs and the mailing of circulars costs 


infinitely more per thousand for the 
same amount of advertising and it is 
seldom so effective.—Worcester (Mass.) 


Spy. 
- +o 


QUESTION COLUMN. 


Instituted for the purpose of dis- 
seminating information among the 
readers of PRINTERS’ INK. 

One man is anxious to buy certain 
things, but does not know where. 
His query is printed in this column. 

Manufacturers and others who can 
supply the desired articles should ad- 
dress PRINTERS’ INK, 10 Spruce 
street, New York, promptly, so that 
buyer and seller may be brought into 
communication. 

No charge to either 
service rendered. 


Always use inquiry number when 
auswering. 


18. —WA NT names: of firms making binders 

L for filing purposes 

1 9, —WANT names of firms that manufacture 
. small aluminum goods, suitable for mail 

order business. 

9() WANT names of firms who manufacture 

wVUe center pieces and doilies. 

21 ~WHERE to buy tin lunch boxes same 

# ie coler and shape as the Brownill Fibre 

Luncb Box 

99 —WANT rames of manufacture: rs of enam 

mime eled or granite. crockery, glass, tin, 

woodenware for 5 and 10 cent store. 

9 3 —WANT names of manufacturers or whole 

weJe sale dealers in tinware and housefurnish 


ing goods cheap enough for department store 
leaders 


24. 





party for the 














WANTED names of badge makers and 

manufacturers of badge trimmings. 

Oo WANT name of inventor or maker of a 

~Ve mailable noveity—S$1 value or less--which 

would be of interest to photographers and could 

be used for premium purposes by a photographic 

magazine 

26 WANT names of insulators and other 
9. concerns who may use old bottles and 

broken glass. 
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EXPIRING. 
of professional ad- 


“It’s only an ad,” 


Before the day 
writers the remark, 
had its right to live. To-day it is a 
passing expression. Passing away just 
like the practice of writing that class of 


advertisements.—4 d-School. 
~?- — 
Tue wisdom of the merchant who 
doesn’t advertise is only exceeded by 


his profits. 


<2, 


Classified Advertisements. 


smailness of 


Advertisements nuder thi 18 head lico linesor more, 
without display, 25centsaline. Muat be 
handed i one week in advance 


WANTS. 


W HO wants an “ Al ” correspondent and ad- 
writer! GEO. W. SMITH, M.D., Macon, Mo. 


M CRE than _ 200,000 copies of the morning edi- 
tion of the World are sold in Greater New 
York every day. Beats any two other papers. 


prs AISHERS’ COMMERCIAL UNION ; a credit 
agency covering all advertisers and agents; 

every publisher needsit. Details at Boyce Bidg., 

Chicago, or Temple Court, New York. 

I OOKKEEPER, Heveustiy competent and 

honest, would like to make achange. Pre 
fers position where commercial C ccatey Hay 
needed, Address “ D. K. A.,” care Printers’ Ink 


DVERTISING man, 7 years’ experience, de- 
sires ne = far West on city daily. 
Salary no object. Will let work prove worth. 
Highest references ¥ necessary. “AD 
MAN,” care Printers’ Ink. 








Address 
Qitc ATION wanted by photographer and half- 
& tone engraver n carry through from 
photograph to block ready for 
workman ; Al references. CHAS. 
Ply mouth, Luzerne County, Pa. 


ress. Good 
t. STEVENS, 


W? ANTED—Complete staff of non-union lino- 

type operators, advertisi: g compositors, 
stereoty pers and pressmen, for a new daily soon 
to be established in the Western States. Address 
“ PUBLIC PRINTER,” care Printers’ Ink. 


( RDERS for 5 line advertisements 4 weeks $10 

in 100 lilinois newspapers ; 100,000 circula- 
tion weekly ; other Western weekly papers same 
rate. Cata logue on application. HICAGO 
NE WSPAPER UNION, 10 Spruce St., New York. 


WE are manufacturers of medallions, wall 

pockets, metal photo frames, picture 
fiames. advertising novelties, calendars, fans, 
ete. Souvenirs made to order a specialty. Com- 
plete assortment of jewelry. We also se ito job- 
vers goods for 5 and 10cent stores. Circulars on 
application. AMERICAN NOVELTY 
Chambers St., New York. 


DVERTISING man desires to secure posi- 
4 tion as advertising manager of wholseale 
or retail store. Can make himself valuable to 
establishment where aggressive work is appreci 
ated. His present position perhaps gives him a 
greater range of ideas than the average mana- 
wer Roe F ull particulars upon request. 

ress * . 8. E..” ’ care Printers’ Ink. 


Co., 12 


& WANT a position. Am considered a clever wri- 
ter and good bus. man. Have been quite suc- 
cessful, and sold my business tor no better reason 

than because I was offered a good price. Iknow J 

can earn moderate salary asan advertiser — be- 

lieve I can become valuable to a business. Ag 
healjth good, energy abundant, home Pittsburg’ 

For interview, W 1c KERSHAM, Printers’ Ink. 


——— +o ——— 
BILLPOSTING AND DISTRIBUTING. 
B™s ULPOSTiNG and distributing. FRANK BEN- 

HAM, Homer, Mich. 
oe 
COIN CARDS. 
6% ne: 10c.. printed, in quantities. 
) . KING, Beverly, Mass. 
83 


Sample, 2c. 


PER 1,000. Less for more. 


1,0 any printi 
THE COIN WRAPPER CO. 


, Detroit, Mic 


MAILING MACHINES 


( \ ET the best, the Matchless, ¥ REV. A. DICK, 
NW 43 Ferguson Ave., nace Be. 


ST TU TATIC ONS WANTED. 
pacerssae=e Greek, Latin, French, En- 
glish. Keferences. BOX 201, Albion, Il. 

— ee 

ADVERTISING FANS. 
APANES! fans, with cour i pee 
on, for $11 per M ; 5, 
PINTING CO. Leesburg, Ind. 


> 


rinted 
NDARD 





COLOR PLATE MAKER. 


| ear yl K KIRSTEN, 170 Fulton 8t., N. 
in making color plates for A. BY in Dok. 
lets, catalogues, labels or newspapers. 





ADVERTISING CUTS. 
I O you write ads? Send address on your busi- 
ness stationery for invaluable information, 
free. HARPER SYNDICATE, Columbus, Ohio. 


- > _ 
LINOTYPE EQUIPMENT. 





ME TAL Furnaces, *lug Cutters, Saw Tables 
Ingot Moulds, Beveled Col. Rules. Send 
for cat. F, WESEL, M’FG. CO., 82 Fulton St., N. Y. 








SPECIAL REPRESENTATIVES. 
I A cure AND MAXWEL x 
4 38 Park Row, New York, telephone 3293 Cort- 
landt, = - representatives for leading daily 
newspape 


- o> —____- 
IMPOSING STONES. 
quality Georgia marble ao one | stones, 
two inches thick, 50 cents ash 


are foc 
with order. THE G GEORGIA M! MARBLE FINISH 
ING WORKS, Canton, Ga. 


~@e—"""—" 
BA NKRU JPTCY BLANKS. 


] ag tt BLANKS- ~Wholesale and re- 
tail. Uniform U.8.8.C. forms. Voluntary 
LAW RE BoittER CO., Washington, 


sets, $1.25. 
D.C. Discounts to trade o' 
7~o 


ELECTROTYPES AND s TER EOTYPES. 


Fagen TYPE or stereotype cuts. When you 

4 ant good ones, order from Bright's “Old 
Reliable.” St. Louis klectrotype Foundry, No. 
211, North Third St., St. Louis, Mo. 


SUPPLIES. 


\ AUGE PINS, 3 for 10c._ PRINTERS SUPPLY 
¥ CO., Grand } Island, Neb. 


Se paper is printed with ink og a 
by the W. D. WILSON PRINTING INK C 








Ltd., 17 Spruce 8t., New York. Special prices os 
cash’ buyers. 
—$~+>-—__ 
PRINTERS’ MATERIAL. 


N 


ODERN MACHINERY, new and rebuilt. 
Material, new and second hand. 
Type, new only, at foundry prices and dis 
counts 
— above price. 
From a cylinder to a bodkin furnished. 
CONNER, FENDLER & CO., N, Y. City. 


—_———_~+or 

EXCHA NG@ BE. 

wit exchange space with weeklies and mail- 
order papers. INDEPENDENT, Grant, Mich. 


\ J ANTED—To exchange, a small amount of 
advertising space with high-c maga- 

zines and monthly periodicals on pro rata ar- 

rangement. THE ROSTRUM, Lancaster, Pa. 


zeae what you don’t want for some 
4 thing you do. If you have maii order names, 
stock cuts or something similar, and want to ex 
change them for others, put an advertisement in 
PRINTERS’ INK. There are probably many per- 
sons among the readers of this paper with whom 
you can effect a speedy and advantageous ex- 
change. The price for such advertisements is 
25 cents per line each insertion. Send along your 
advertisement, 








NUMBERING MACHINES. 


e is the best. 
15 Kent Ave., 


UR numbering machine 
NUMB’G MACHINECvu., 
---- 
ILLUSTRATORS AND ILLUSTRATIONS. 
( YLINTON M. HARMAN, 242 W. 116th St., N. Y., 
illustrator and designer of magazine ads 

and booklets. 


“ WETTER 
4 ‘ 


Bklyn 





oe 
LETTER BROKERS 


ETTERS. all kinds. received from newspaper 
advertising. wanted and to let. What hav? 





L 


you or what kind do you wish to hireof us! THE 
MEN OF LETTERS ASS'N, 595 Broadway, N. Y. 
~o-r 
ADVERTISING DESIGNS. 
RIGINAL IDEAS. The best equipped art 


( 


Ke partme: nt. 
HLL ENG XAVING ( 

140 Pitti 

> 

PR sWORK., 

H's 3H1-CLASS presswork i is our specialty. We 
have the reputation of doing the best half- 
tone printing in the business. Consult us before 
placing order. FERRIS BROS., 45-51 Rose St., Y. 


Ave., New York. 








“ > 
ELECTROTYPES. 
\ ’E give special attention to making of good 
electroty pes for newsp'rads, Prompt, Out 
of-town work done carefully as cil RAISBECK 
ELECTROLYPE CoO., 24-26 Vandewater St., N. Y. 
Sa anal 
BUSINESSES FOR SALE. 
‘ REAT subscription book business can be had 
¥ onaccount of retiring of wealthy owners. 
S,lendid organiz: on, business upwards of half 
million with modern push. Buyer should have 
$200,000 and good references. EMERSON P, 
HARRIS, 253 Broadway, N. Y. 











a a 
AD BUILDERS AND PRINTERS. 





FOR 
P* AU 1 NATHAN say “*The Practical Color- 
st’ isa ready reference book that will give 





instantly the information needed, and not to be 
found elsewhere.” Its over 100 display and color 
mages give many valuable suggestions to the ad 
yuilder, You need the book. Write for full in- 
formation to THE OWL PRESS, Burlington, Vt. 
o 

"APER, 


LL kinds of paper, all degrees of quality. Ev 
d ery weight, color and finish. No matter 
what you are going to print, before you select 
the paper write to us and mention what 
want. Wecan be of gr assistance to you. 
have everything in the paper line and the price 











isright) BASSETT & SUTPHIN, 45 Beekman St., 
New York. 
men en 
TO LET. 
To LET: White Mountains—Gentleman’s resi 
dence to let toan approved tenant for the 


season of 1901; most attractive 
reach of the Waumbek Golf 

nished ; three bathrooms 
six fireplace three 
vine-clad piazzas 


situation, within 
Links; fully fur. 
; copious water supply ; 
sitting rooms ; 11 bedroon 
bling for six horses ; ex 










lent garden. For further particulars address 
owner, GEO. P. ROWELL, Irvington on Hudson, 
N. Y., or No. 10 Spruce »t., N. 


<*> 
ADVERTISING INSTRUCTION, 


[F YOU COULD WRITE 
BUSINES INGING ADS 





you could fill a good salary-bringing 
position. Adwriting—the most practical 
and thorough course in the country—is 






taught by the 
Instruction 
person. 

Students all over the 
ing this course. ‘there is but one opinion 
expressed by all —“ perfectly sati-fac- 
tory.” Many of them are already earn 
ing good salaries in the work. 


1omist Training School 


by correspondence or in 


country are tak 





For further particulars write ECONO 
MIST TRAINING SCHOOL, 78 Walker 
8t., New York. 


PRINTE 





RS’ INK. 


DISTRIBUTING. 
H HHWHAHHHHHH HHHHAAAABRRAB 


HOWE ADDRESSING CO., 
238 So. 4th St., lade! phi: a. 
Delivery by specis al messenger of Calen- 
dars, Pamphlets, Books, Circulars, Cata- 
logues, ete., with or without receipts. 
cecececceccccce C C CCCCCCCCCCCCCCCCCCCE 
« <> 


NEWSP. 4APER BARGAINS. 


p® ROPERTIES from $150 - cash down and $450 
balance on easy terms, in Ohio—$800 down 
in Virginia-—-$1,.000 down in New ¢ to 

$12,500 poultry monthly in the West ; pa 
last year. ‘lwo fine opportunities for ore actical 
men w.th $1,000 each. 

Those who mean business are 
or corre: apcue with 

c VID, Abington, Mass., Confide ntial 
Broker a Expert in Newspaper Properties 





De De oe pee 
bm > De > > 











invited to visit 


— 
MISCI LLA NEOUS. 





fie ES by mail, puncture proof, $6 pair. Anti- 
actus, $ . Pleasure to ride. ROADSTER 
CYCLE WOR , Caméen, N.J 


ORPHINE, opium. 


M liquor hs abits 


cured at home, 


, laudanum, cocaine and 
nanently and painlessly 
No detention from busine no 
inconvenience ; action immediately ; leaves s- 
tem of patient in natural, he althy condition, 
without desire for drugs. Cure guaranteed for 
10. Write for particulars. DR. LONG CO., At 
lanta, Ga. Relecence Capital City National 
bank, Atlanta 














ee 


ADVE RTISIN G NOVELTIES. 





QAr ‘ETY Bill Books. nples, ete , 1c. SAFETY 
b 3. B. CO., 221 Ex uitable Bldg. Balto., Md. 
novelties of wood AMERI- 


DVERTISING 
CAN MFG. CONCERN, Jamestown, N. Y. 


500 IN gen uine( Jonfederate money for only 
R5 CHAS. D, BARKER, Atianta, Ga. 


- K warmest of all PRINTERS’ LNK babies is THE 
AD-WRITER, St. Louis. Ten cents brings 
sample copy. World’s Fair City, 1903. 


rvs the purpose of inviting announcements 
of Advertising Novelties cely to benefit 

reader ax well as advertiser, 4 lines will be in- 

serted under this head once for one dollar. 


toe 
NEWSPAPER 


POSITIONS. 


C' )MPETENT employees in editorial 

and business departments make 
money forthe paper. The other kind 
make losses. Fernald’s Newspaper 
Men’s Exchange reaches out and re- 
commends to publishers the right kind 
of editors, reporters, illustratc rs and 
advertising men. 15CeaarSt., Spring- 
field, Mass, 





PREMIUMS. 


R ELIABLE goods are builders. Thou- 
\ sands of suggestive premiums suitable for 
publishers and others from the foremost manu 
facturing and w me = dealers in jewelry and 
kindred lines. 500-page list price atalogue 
free. S. F. MYERS CO. 48-50-52 Maiden Lane, N.Y. 


POOR BOYS’ CHANCES, by John Habbe rton. 
5\g by 6% inches in size, 280 pages, 
iliustrations, Substantially bound in 
covers st umped in colors and silve n ele 
vating, inspiring book for the American “youth. 
true and interesting narrative of the long list 
of poor American boys who have risen to success 
and fame either in public life, the professicns or 
the world of commerce. Shouid be given to ev 
ery American boy as an incentive to pluck, self- 
reliance and instruction. Written in a style 
which boys will read. A splendid pre ene arti- 
‘trade. Ad 

Pubs., P hiladeiphia. 


trade 





cle for publications or the mail orde 
dress HENRY ALTEMUSCO., 





PRINTERS’ 


FOLLOW UP SYSTEMS. 


promos UP SYSTE MS. I 
ing all about them free. 
Muskegon, Mich 


Print c a ee r te “4 
SHA ALKE 
LINOTYPE AND STEREOTYPE METAL. 

MANUFACTURE the best linotype, merecty pe 
and e a one = metals in the world. Get my 
yrices be ordering. COut-of-town ciarh oe 

lic ited. ‘ “SHC INBERG, 17 4 Hudson S8t., N. ¥ 

+o 
STEREOTYPE OUTFITS. 

YOLD Process Stereotyping Outfits, $14 up. No 
( heating of type. Two easy engraving meth 
ods, with material, $2.50; s0o0klet 





no etching 








samples, forstamp. H. KAILRS, 240E. my 
—_ o> = 
PHOTO ENGRAVING. 
T= STANDARD ENGR AVING @0O., 61 Ann 
St., New York 
finest engraving plant in the world 


“lige 
Our half-tone plates are known everywhere 
as the best. GILL ENGRAVING Cuw.., 
140 Fifth Ave., New York. 


1° 


CARBON PAPER. 





F you knew you could get fine, an wax car 
bon paper at the same or a lower price, would 
you still buy that “ dirty, sticky, smutty kind’! 
If you would like to know What really good 
carbon paper is like, send a stamp for our 
ple book. W HITFIELD CARBON PAI 
WORKS, Red Bank, N. 


oe — 


ADDRE SSING. 








7 have an idea you would like to circular- 

ize your trade, or would like to mail your 
booklet to all the people in your line of business 
in the cuuntry. You have not the facilities. We 
have. \\e compile reliable lists of names in any 
ceinctie trade. The expense is not great. We 
ress the envelopes or wrappers, too, if 
“You might write to us about it. F. D. 
Bk L KNAP, 290 Broadway, New York. 


had 


NEWSPAPER 





METALS. 


k*‘ R the best workmanship in the newspaper's 
mechanical department the best materials 
must be used—there’s no getting around that. 


Good materials may serve well enough. But 
you I] have to he ave better chen simply ‘good ” to 
do better than “ well enough.” . BLATC H- 
FORD & CU., 0 N. Clinton b B.5 Chicago, 








makers of 
Stereotype, 


the “Tower of Strength” Linotype, 
Monotype, and t.lectrotype Metals. 
- +e - 
BUSINESS OPPORTUNITIES, 

\ DVERTISE your business by publishing 
4 n paper of your own on an economical 
plan. Send for full particulars. J. HARTLEY, 
15 Vandewater St., New York 
Tx AS oil stocks of the rieht 


you more money quicker 
vs ! 





kind will make 
than any other 









investment now 3 1° Texas gushers are 
now flowing more oil than atl the re th 
world combined. Fors tshort time you can buy 
development stock at %e. per share in a compa 
ny right in the midst of the oil flelds, Write to 
us at once. BELGIAN OIL CO., 150 La Salle St., 
Chicago 
> 
PRIN TE 
pt JEASE send samples of your printed matter 
and get our prices We do good work at 
very low price Stereotyping done. THE GEM 
CITY, Fort Madison, lowa. 
WE print an attractive, booklet, 8 pages, 


x5 inches in size, wirestitched, fine pape 2 
any color of ink, 1,000 booklets for $10; 5,000 for 
6. For illustrations and writings £ copy, if so o« 
sired, we make a small adc a charge 
PRINTERS’ INK PRESS, . 10 Spruce St., N.Y 


EF OR a limited time I will | print 
your postoffice, 











and deliver at 
charges prepaid, 


writer linen letter-heads, 5'4x8% inches, for $1.50 
84x11 inches, $1.80; +o ments, No. 6 billheads 
or packet noteheads, , cash with order 





Proofs submitted if J Be 1. 


High-grade work. 
WILCOX, The Printer, — 


Milford, N 


SS Boston. 

THe coLren 

TPHE GOLFER, 1 

hae GOLFER, Boston. 
in 

Tac 1LFE 


T= 


INK. 


ADVERTIS 


29 





ING MEDIA 


- ee CHRONICLE, Princeton, Ky. 


‘Oldest golf publication 
in America 


Boston. Oldest golf publication 


in America, 

soston. Oldest golf publication 
in America. 

“Oldest golf publication 
America. 






3oston. Oldest golf publication 


in America, 
, Princeton, Ky., is rated 1,800 
weekly in plain figures. 


CHRONICLE. 


I ARDWARE DEALERS’ MAGAZINE, sam- 
plé copy 10 cents, New York City. 

Ss reach mail-order buyers at 1c. line, use 
AGENTS’ GUIDE, Wilmington, Del 

ag nts serving their clients 


ae ERTISING 
4 call up TOILETTES ; 

DAILY ENTER 
Circulation 6,800, 


honestly, estab, 1881 


40 “vrise: 


lie E CAPAC NEWS, C es covers Western St. 
Clair County and is the best for advertisers 


2 cents. 
Mass. 


5 times, 
srockton, 








A ig reach mail order buye rs,try PENNY MONTH 





LY ; 10c. a line; cire’n 0; Youngstown, 0, 
CENT a word, 25,000 cireu on guaranteed. 
No ads taken for less than 2c. FARM AND 





HOME, 


) EACH the best Southern farmers by planting 
\ your adsin FARM AND TRADE, Nashville, 
Tenn. Only l0c. a line. 


NY person advertising in PRINTERS’ INK to 
4 the amount of $10 or more ts entitled to re- 
ceive the paper for one year 


Homer, Mich. 


DVERTISERS’ GUIDE, New Market, N, J 
pp S 5,000. sample free. Mailed 
postpaid l year, 2 Ad rate, lc. line. Close 24th. 


| EFOR - buying or se Ling & po read FARM 
LOA AND CITY BON 155 La Salle St., 
Chicago, ti Sample copy eeomies one year, $1. 


RESS - REPUBLIC, Springfield, O. Leased 
wire Associated Press report. Sworn cire’n 
guarant'd by Citizens’ Bank to exceed 8,000 daily. 


Ww ICHITA, Kan., THE STAR reaches over half 
the rural families in Sedgwick Co., pop 
45,000, Rate, 9c. perinch. Wheat crop is excellent. 


ys SUN, one of the ieading weeklies of the 

Cherokee Nation, Ads in its columns at 
tract attention. WktKS & CHAPMAN, publish- 
ers, Vian, I. 'T. 


T= RE are othe TS, but none so practical and 

riage as HE AD-WRITER, St. Louis. 
World’s Fair City, 10 cents brings sample 
copy; $l a year. 


1903. 


F you wish to reach the 

country, advertise in the AMERICAN CARBONA- 
TOR AND BOTTLER, 67 Liberty St.. New York. Es 
tablished in 1881. 


bottling trade of this 


( NLY 5c. per line for each insertion in entir 
list of 100 country papers, located mostly in 

New York, New Jersey and Pennsylvania. UNION 

PRINTING CO., 15 Vandewater St., N. Y. 


\ ANUFACTURERS buy large amounts of ma 





4 chinery, supplies, ee ee , for fac 
tory and office use. Advertise your goods it 
THE MANUFACTURERS’ “JOURNAL, Brooklyn 

New York. Write us. . 
] ELGIAN HARE RECORD, Macon, Mo., 22 
ages. Only journal having an Envlish de 
plied by English judges and breed 

amp forsample copy ; 0c. for yr 

subse ription. Special adv. rates on application. 


K EY WEST. Florida. Read 
A. the Key West AUVERTIS 
paper ever pullish « in the — southern point 
in the kstablished IL years; 8 fol. pages 
Only 9) miles from Havana, Cuba. J.T. Ball, Mer 


THE GEM 
average 
1,3°7 weekly 

1901, 606 daily, 
dverti ing rediums in city 
t? re -ponsible a 


and advertise in 
ER, the only news 


CITY, Ft Madison, 
cirenlation during 


Iowa. Sw ro 
1900, 585 daily 
. April and May, 
and cheapest 
y. Special low rates 
vents and large advertisers. 





Se 








30 
peas: CO. PRESS. 

spage weekly gobueen papers, 12 t« 
15 miles from New York City. Total cireuls stion, 





2,600, Classified ads, 5 fing Ss per month. 
Display advertisin, $1. 50 per ach per month. 
Main office, 266 Siain’ Birest, Paterson, New 
Jersey. 


| ANNALS OF GYNECOLOGY AND PEDI 
ATRY—the only journal in New England de- 
voted to gynecology, obstetrics, abdominal sur- 
gery and the diseases of children. ge rs 
year, strongly established. $1.50 the ire ! 
ee rates upon applic ation. THE ANN AL S 
UBLISHING CO., 148 Pearl St., Boston, a. 


‘tes Ww rightsville ‘ TELEGRAPH is the only all 

home print newspaper published in the 
eastern section of York Co. It covers the richest 
section of Pennsylvania and goes into the homes 
of well-to-do farmers every week. It carries 
eighteen to twenty columns of advertising. For 
rates address THE TKLEGRAPH PUB. CO., 
Wrightsville, Pa. 


FFIDAVIT—I, F. P. Boyle, publisher of the 
é HovusToN WEEKLY TIMES, beingduly sworn, 
say that the average number of copies — 
issue printed and ¢ oneness sine . ‘gon 1, 1% 
of the paper, has been 1, OYEE, Pun 
lisher. Subscribed and ll A fA wa. me, this 
lith day of January, 1901. 8S, E. Tracy, Notary 
Public in and for Harris County, Tex. 


é ie FREIE PRESSE, Wilmington, Del. The 

only German newspaper—a daily 21 years in 
existence published in Delaware, and the only 
one between Philadelphia, Reading and Balti- 
more 

If you want to reacha good German trade, 
place your advertisement in the columns ot 
this paper. Results prove the value of the me- 
dium. Write for sample copies and advertising 
rates. 








T= best adv 'g medium i in nD odge County,Minn. 

the greatest agricultural and dairy region 
in the State—is the DopDGE COUNTY REPUBLICAN. 
Est. 1867. Through no other source can the well- 
to-do constituency of this paper be reached so 
economically as througb the REPUBLICAN. All 
home print. The best oe ees printing 
establishment in the State. The KEFUBLICAN car- 
ries more ads, ata higher rate, than any paper 
in Dodge County—it re iches the people. For rates 
and samples address B. A. SHAVER, publisher, 
Kasson, Minn. 

ad 


FOR SALE. 


OXFORD GLOBE, established 22 
Good reasons. C. kK, PATTERSON, 


‘OR SALE 
years. 
Capac, Mich. 


QEV EN steel type high stereotype chases, a1 
% by 2644 outside, only $5 each. WAN NER? 
PTG, WAREHOUSE, 298 Dearborn St., Chicago. 


;; VERY issue of PRINTERS’ INK is religiously 

4 read by many newspaper men and printers, 
as well as by advertisers. If you want to buya 
paper, or to sell a paper, or type or ink, the thin 
to do is toannounce your desire in a classifie 
advertisement in PRINTERS’ INK. The cost is but 
25 cents a line. As a rule, one insertion will do 
the business. “Address PRINTERS’ INK, 10 Spruce 
Ss., New 








f° SALE—On_ account of too much other 

business I will sell Registered Trade-mark, 
yormula, stock on hand and entire business of a 
most excellent proprietary skin and scalp soap 
that is now on sale in drug stores throughout the 
Middle and Eastern States. A lot of good news- 
paper and other advertising has been done on 
this article the past four years. A nice growing 
sale has been established. Profits are over 60 
percent. $2,000 will buy everything. Can be 
pushed along with some other article or alone. 
Address * SOAP,” care Printers’ Ink. 


—_—+or——_ 
FOREIGN LANGU. 





AGES. 
re wrinting in Russian, Ger- 
man, Fre po b pA olish, Hebrew, Hungarian, 
Spanish, Chin te. Work guarantee d and 


aaa turnished. ; IN’ TERNATIONAL 
Chambers St., New York. Tel., 


PRESS, 15 
981 Franklin. 





PRINTERS’ 





INK. 
ADDRESSING MACHINES. 


are many so-called addressing ma- 

chines on the market, but remember that 
Wallace & Co.’s is the only one row in successful 
use among the large publishers throughout the 
country, such as Printers’ Ink, Cosmopolitan 
Magazine Co., Butterick Pub. Co., Comfort, of 
Augusta, Me., ‘and many others. Send for - u- 





rPHERE 


lars. WAL LAC E & CO., 10 Warren St., N. 
_ 
iDV KRTISEMEX T CONSTR CTORS., 
RTHUR EF. SWETT, Omaha Building, Chicago. 
4 Mail order business only. 


\ ’RITE me about my business bringing ads. 
H. L. GOODW Malden, Mass. 
\ 7M. WOODHOU SE, JR., Trenton, N. J, writes 
advertising that inspit es confidence. 
ITTLE talks that hit the heart of your busi 
4 ness. JED SCARBORO, Brooklyn, N. Y. 








“lie a dollar’s worth of Peterson’s Pertinent 
Paragraphs. P.O. BOX 77, Buffalo, N. Y. 


R* TAILERS, add a mail order department. 
&% GEO. R. CRAW, 115 Dearborn St., Chicago, Ill 


TITOGEN Antiseptic Powder advertising to 
physicians is our — r M. b. GOULD CO., 
Bennett Bldg., New York 
YOUR to eight origina’ -ommon sense ads wril- 
ten to sell goods at $5 to $8 per month. ED- 
WIN 8S. KARNs, a347 E, 42d St., Chicago. 


¥' ou Le pairs will run smoothly if the * Ad- 
Wright” designs your advertising E. ¢ 
HOLL We it Meade Wright,” Winona, Minn. 


G MALL ads - small me rehants, 6 for $1. 
OWEN PENNEY, 
919 E. cise St., Ww Washington, D.C. 











i you sell a medicine let me — your ads 
that is my a Three ads for $2; 4 
pare ¢ ircular, $5. B. PERKINS, 33 Globe 
sldg., Boston. 
ACK THE JINGLER’S ” best of fads 
Is writing rhyming business ads, 
Of pith and point, for every usc. 
tis New York address is 10 Spruce. 


YEARS’ experience writin 

us to increase one firm’s 
dred and fifty per cent. We can increase yours 
Try us. GUENTHER ADV. CO., Owensboro, Ky. 
BARGAIN for storekeepers. Ten original, 

F business-bringing advertisements, to fit 4- 
inch space, for #5 cash. Satisfaction guaranteed 
STAR ADWRITE RS, Star Bc ig., Washington, D.C. 


w busine: ? Whether it wil! 





ads has enabled 
usiness one hun- 


AUNCHING a new business 

4 be an ocean liner ora catboat may depend 

on_the advertising et us start you right. 

SNYDER & JOHNSON, Advertising Writers and 
Agents, Woman’s Temple, Chicago. 


|S le FERRIS, his 
1049 Drexel Building, F Philadel phi. 
Adwriter and designer, sometimes adviser. If 
you simply want better advertising, and don’t 
know how to get it, come and see me. If you 
know just what you wal want write 


mark, 








WE offer intelligent service in writing and il 

lustrating advertisements - effective, well 

written, nicely displayed ads aeversintene nts 

put in type and elec’ apg s farnished Ve do 

all or any desired part of this work. Price rea- 

“= — £P. ROWELL & CO., 10 Spruce 
‘ew 


ee Ts world gives its admiration, not to the 
man who does what nobody else attempts 
to do, but to the man who does best what multi- 
tudes do well.” We write = ing advertis- 
ing and Saas it too if vou like. 
THE HEBER MACD« SNALD co.. 
.. New York, 
‘way & 26th St. 


age RITERS and designers shoula use this 
F -olumn to increase their panes 1e 
price is only 2% cents a line, being the cheapest 
of any medium published, conside ring circula 
tion and influence. PRINTERS’ INK has over one 
hundred imitators, yet PRINTERS’ INK covers all 
their territory besides its own chosen field. A 
number of the most snuecessful adwriters have 
won fame and fortune through persistent use of 
this column. ey began smal and kept at it. 
You may do li Address orders, FRINT- 
ERS’ INK, 10 Spruce St., Nev ow York. 





St. James Bld, 
Phone 1748 Madison Sq. 
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Successful 


PRINTING 





peti sone 
=> 
UCCESSFUL printing must 
i possess advertising value. Suc- 


cessful printing must be distinctly differ- 
ent from the ordinary kind of printing. 
It all depends on knowing how to do it 
and a complete outfit consisting of mate- 
rial, brains and workmen. 

We have all these and the necessary* 
experience which came to us by long 
years of study in printing for advertising 
purposes. 

Good, distinctive printing is our 
specialty. We print booklets, folders 
and circulars for advertisers everywhere 
and warrant competent, striking execu- 
tion at moderate prices. 








PRINTERS? [NK PRESS 


10 SPRUCE STREET 


NEW WORK GUY 














PRINTERS’ 


A JOURNAL FOR ADVERTISERS. 


INK. 


ter Issued every 
copy. 
in advance, 
numbers 
{e Being printed trom plates, it is always pos- 
sible to issue a new edition of tive hundred cop- 
ies for $30, or a larger number at the same rate. 
(#7 Publishers desiring to subscribe for PRINT 
ERS’ INK for the benefit of advg patrons may, on 
application, obtain special confidential terms. 
(2 If any person who has not paid for it is re- 
ceiving PRINTERS’ INK it is because some one has 
subscribed in hisname, Every paper is stopped 
at the expiration of the time paid for. 
ADVERTISING RATES ° 
Classified advertisements 25 cents a line: six 
words tothe line: pearl measure, display 50 cents 
a line; 15 linesto the inch. $l00a page. Special 
position twenty-five per cent additional, if grant- 
ed: discount, five per cent for cash with order 


Wednesday. Ten cents a 
Subscription price, five dollars a year. 
Six dullars a hundred, back 






OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears, 0-52 Ludgate Hill, F.C. 


NEW YORK, JULY 3, tot. 


© te : 

[HERE are no cast iron rules of 
making the public sweep round to 
one’s own opinion of ones wares, 


ADVERTISING criticism is valua- 
ble in some; in others, as puerile 
the advertisement that  pro- 
duced it. 


as 


THE best rule of advertising is 
the psychological one of knowing 
thoroughly the public which you 
are addressing. : 


THE testimonial is admittedly 
good advertising, but it must be 
properly used to bring results. 
Names and addresses are its chief 
strength. ‘Well known _physi- 
and “famous statesmen” 
who give their experiences anon 
ymously are poor substitutes f 


e1ans 


tor 
plain John Smith, who lives in the 
next block and who frankly says 
that his corns have been helped by 
a certain remedy, or that his wife 
could not keep house without a 
certain patent stove lifter. 


A CORRESPONDENT writes that he 
believes that within two hundred 
years the world will have devel- 
oped a commercial aristocracy, 
and that the earls and barons of 
trade will be very proud of their 
old trade-marks and catch-phras 


es. A college of heraldry will 
look .after the different coats of 
arms and crests, and when the 
daughter of an old pickle family 
marries a baronet of sugar-cured 
hacon. the families’ trade-marks 


will be quartered to fit new con- 
ditions. 
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INK. 


Is there any such thing as an 
“extraordinary, unprecedented of 
fer!" ? This is an age of won- 
ders, and if some one succeeded in 
traveling to the moon the marvel 
of the feat would have been for- 
gotten in a month. Therefore, 
while a haberdasher may make an 
unusual offer of neckties or an ex 
ceptional offer in stick pins, there 
is hardly anything in the whole 
range of commerce that is entitled 
to the strong adjective “extraor 
dinary”—nay, even an offer to 
give goods away. 





IN a recent issue of the Times- 
Recorder, of Zanesville, Ohio, it 
came out with a boast that it car- 
ries the most advertising of any 
paper in Zanesville at the highest 
rate, and is the only paper which 
will furnish a statement of its cir 
cuiation and never closes the door 


of its pressroom. The Signal, 
another daily paper of the same 
place, directing attention to this 
offers to pay $25 for the Times 
Recorder's sworn detailed  state- 
ment. .The editor of the Ameri 
cin Newspaper Directory «ays 


that up to the present time he has 
rarely been able to get a detailed 
statement of circulation, sworn or 
otherwise, from the TJimes-Re 
corder or the Signal, or any daily 
in Zanesville, for that matter 
SIGNs and price tickets and 
signs and yet more price tickets— 
in the windows—on the goods— 
everywhere. What with new 
goods arriving and new ways of 
displaying stock the store is a 
wilderness, even to regular cus 
Price tags and explana- 
tory legends enable them to gath- 
er information other than by the 
crude method of asking questions. 
When a customer has asked ten 
questions without buying he feels 
that his allowance in this kind has 
been 1eached, 


tomers. 


though there are 
many more things he wants to 
know. Plain marking permits 


him to help himself to informa- 
tion. Again, clerks who do not 
answer hundred _ trivial 
questions each day are sure to be 
in sweeter temper. and the saving 
of time all around is conducive to 
quicker and larger sales. 


several 





PRINTERS’ 


TAUNTON, Mass., has more than 
thirty thousand popul: ation end 
publishes three evening dail.es, 
said to be very good papers, but 


PRINTERS INK has never been able 
to learn that either one of them 
so many an average edi- 
thousand copies. The 
how do they make a 


Issues as 
tion of a 
question is, 
living? 

Nichols’ Monthly, Chicago, sold 
for thirty cents a year, or in clubs 
of five for twenty cents, claims a 
irculation of 400,000 copies each 
issue. The American Newspaper 
Directory gives it credit for cir- 
culating more than 40,000 copies 
each issue, but hesitates to accord 
a higher rating because the circu- 
lation statement, furnished by the 
publisher, failed to bear a date znd 
did not cover a period of sufh- 
cient duration to justify the Di- 
rectory editor in according a high- 
er rating than the one specified. 





Oscar F. Spate, a former rug 
importer, has obtained a five-ycar 
contract from the Park Board of 
New York, which permits him to 
place reserved chairs in the parks 
and charge for them at the rates 
of three and five cents. It is a 
great innovation in New York, 
but is quite common in European 
cities. The holder of a ticket can 
use any chair .e finds vacant whe- 
ther it is in Central Park or 
where. The tickets are for 
day only. Heretofore lazy 

oungers have had the call on all 
the seats in the parks. Under the 
pay system, friends can get chairs 
and huddle themselves together in 
groups or move them where they 
Three hundred and fifty 
hairs have been placed s o far and 


< lse- 
good 


one 


oll 
pie 


“ase. 


the promoter says this number 
will be increased to three thou- 
sand or more. The tickets 


are 
and to avoid 
possible are 
each day. On 
side of each ticket 
there will be an advertisement. 
Mr. Spate says this privilege will 
be a valuable one, as the people 
who buy tickets will keep them all 
day and then take them hi me, ind 
that such people are the kind that 
the advertiser wants to reach. 


numbered and dated, 
as much trouble 
colored differently 
the reverse 


as 
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SMALL advertisers frequently 
make a half resolve to stop adver- 


tising, never once dreaming that 
this is an extravagance quite be 
yond the millions of Wanamaker 


or Pear. 





WittiamMs & LAWRENCE, 
agents with offices in the 
York Tribune Building, have 
“Jai? on our table” a great store 
of oranges 4nd __— confections 
“raised” in California by the Los 
Angeles Times, the excellent 
newspaper to which PRriNTERS’ 
INK awarded a sugar bowl one 
day as being distinguished among 
all published south of San Fran- 
cisco, St. Louis, Cincinnati and 
Philadelphia, in giving advertisers 
more service for the money than 
any other in the entire field, com- 
prising more than a million square 
miles. When will “the good 
Times’ come again? 

W. H. Lever, of Port Sunlight, 
England, writing in the New Lib- 
cral Review, of London, Eng., 
says that he is neither an optimist 
nor a pessimist, but with regard 
to the commercial supremacy of 
England he that unless 
Americans neglect their 
opportunities, geographical and 
physical circumstances will give 
them the commercial supremacy 
of the world. The United States, 
according to WTi strain- 
ing every nerve and muscle to at- 
tain this end. Continuing, he 
compares the social and industrial 


special 


New 


believes 
grossly 


the ter, Is 


conditions existing in the United 
States and Great Britain at the 
present time, and concludes by 
saying that if English workmen 
were better paid and their condi- 
tions improved generally, that not 
withstanding the fact that the 
United States and England are 


business competitors, England 
need have no fear with regard to 
her future. Mr. Lever is the 
founder of the famous industrial 
village, Port Sunlight, England. 
The immense plant of Lever Bros. 


for the manufacturing of Sunlight 
Soap is located here, and_ they 
have shared their prosperity with 


their employees by erecting attrac 
tive homes for them, with beauti 
ful and healthful surroundings. 
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WEIGH your advertising words. 
“A word once sent abroad can 
never return,” says Horace. 





PRINTERS’ INK recently stated 
that the Times, of Pittsburg, has 
the largest circulation in that city. 
An earnest friend and critic of 
the Little Schoolmaster directs his 
attention to the latest issue of the 
American Newspaper Directory, 
and shows that it is not the Times 
but the Press that has the largest 
circulation in Pittsburg. When 
PRINTERS’ INK gets caught in an 
ertor it always owns up promptly 
and in good nature. 


It is a very awkward position 
for an honest publisher when he 
knows that a rival publication has 
less circulation than his own and 
yet claims a larger one. If one 
publisher, say has a circulation 
of 20,000, and B has only 10,000, 
ads in A’s paper are worth double 
ads in B’s, yet B can go round 
saying he has a circulation of 25,- 
000, and yet accept ads 30 per cent, 
40 per cent or 50 per cent lower 
than A. A does not want to be 
dishonest, but thinks B’s a liar, 
and the only way to get even with 
him is to tell a bigger lie, so 
says his circulation is 50,000 and 
charges double B’s price. He 
salves his conscience by saying, 
“T have only put my circulation at 
double B's, and it really is twice 
as much as B’s, so I really am not 
telling a lie.” 

It is a very difficult question to 
solve. If A actually does tell the 
truth and say his circulation is 
20,000, people will not pay him 
more. even if as much, as they 
will B. 

The only way for A is to guar- 
antee his figures, throw his books 
open so that every advertiser has 
the opportunity of checking his 
figures, and challenge B to do the 
same. If he is fully confident 
about B's figures, let him publish 
them as .widely as possible and 
challenge B to prove they are 
more and to sue him for libel. If 
B will not prove or sue, A can 
soon so lower B’s standing with 
advertisers that he will no longer 
be a competitor to be feared. 
The Advertisers’ Review, London. 
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THAT umque ad of Tacoma in 
thc Atlantic Monthly for July is 
well calculated to arouse the 1n- 
terest of the class who read that 
periodical. 


AN event of sufficient impor- 
tance to be noted in its bearing 
upon the commerce of the coun- 
try during April is the shipment 
of a carload of Valencia oranges 
from Southern California to Port- 
land, Ore., destined for Vladivos- 
tok, Siberia. This is the first fruit 
shipment of the kind, and illus- 
trates the tendency in this bra.ich 
of production to relieve itself from 
the necessity of depending solely 
on the domestic and European 
markets. The failure of Califor- 
nia orange growers to find a suf- 
ficient supply of cars to enable 
them to put their fruit on the 
Eastern market and the high rates 
of ocean freight from the Atlantic 
seaboard to Europe have con- 
spired to force the growers either 
to work up the product at home 
or find markets in the far East. 

—, 

POSTOFFICE RECEIPTS 

USED TO DECEIVE. 

A correspondent of the New 
York Evening Post shows that 
postoffice receipts are not proof of 
circulation. 

Another abuse from which the gov- 
ernment and the advertising public suf 
fer is the fictitious circulation state- 
ment. Very few publications, not ex 
cepting magazines, have the circulations 
claimed for them. The writer once 
made an advertising contract with a 
well known magazine claiming a cir- 
culation of 80,000. Investigation showed 
that 8,000 were sent regularly to ad- 
vertisers, agents, exchanges and_ sub- 
scribers; 72,000 were given to the 
American News Company, to put on 
sale on its thousands of stands, with 
the privilege of returning unsold cop 
ies. From 10,000 to 15,000 were sold 
in this way, and the 60,000-odd copies 
returned were mailed by the publishers 
to lists of names of individuals, at the 
rate of one cent postage per pound of 
magazines, This magazine’ weighed 
about two to the pound, so that for half 
a cent each the government hauled these 
magazines all over the United States, 
and the overburdened letter carriers de- 
livered them to people who didn’t want 


them. The publisher, however, based 
his advertising rate on a circulation of 
80,000, and got it. As one proof of his 


circul: ation he was able to show post- 
office receipts for postage on his 8,000 
regular circulation and his 60,000 free 
distribution. 
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THE BOOK-KEEPER. 
Book-keeper: One books. 
Standard Dictionary. 

Book-keeping : The art, method or practice 
of recording business transactions distinctly 
and systematically.—Standard Dictionary. 


Mr. E. H. Beach, of Detroit, 
Michigan, is a pedagogue whose 
chosen occupation is to teach 
book-keeping to book-keepers 
whose methods are less than per- 
fect. He prints a monthly maga- 
zine, called the Book-Keeper, and 
sells it to people who are inter- 
ested in book-keeping. 

Mr. Beach keeps books in a 
plain round hand. Below are two 
specimens of his book-keeping. 

Detroit, Mich., April 10, 1899. 


1 


who keeps 


@ONTHLY TOTALS 
RECAPITULATED. 


aa 4 
Sieve 
February. 
30.060 
March. 
3S. oOovo 
April. 
HO.COO 


May. ° 
J0.0v00 (uree be) 











Mich., 


£97. 


DETROIT, Dec. 


28, 1899. 











It will be noted that the sepa- 
rate tables represent the circula- 
tion of Mr. Beach’s magazine, ihe 
Reok-Keeper. They are plain and 
«mvie. but different, 


INK. 
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HIS IDEA OF FAIR PLAY. 

3EARDSTOWN, ‘Ti, June 18, 1901. 
Editor of Printers’ INK: 

Havana, a place of about two-thirds 
the size of Beardstown; Mt. Sterling 
about same size of Ilavana; Barry about 
one-fourth the size or less; Pittsfield 
about one-half the size; Clayton about 
one-third the size, and many more such, 
are located on your map of Illinois 


showing towns in which there are news- 
paper with more than 1,000 circulation. 
Not one of the towns mentioned has as 
large a circulation as the IJ/linoian-Star 
and yet Beardstown, the most important 
business point in this part of the State, 


is not known on the map. We claim 
2,600. We are forced to make this 
claim because of the villainous tactics 
of competitors. We haven’t it, nence 
we will not make oath that we have. 
We have over one thousand, but if we 
were to make oath to the number we 
have our competitor through his 


“long tom’? methods would gain by it, 
although he has not more than halt the 
subscription we have. It isn’t fair to 
hold Beardstown down simply because 
others swear to lies and I know that 
this is done if you have sworn state- 
ments from Havana, Barry, Mt. Sterl- 
ing, Clayton and other places we could 
name. Yours for fair play, 

Cap ALLARD, 
The IJilinoian-Star. 

Here’s a cad who admits that 
he tells lies about his circulation 
and complains that, on account of 
his propensities and his local com- 
petitors’ “long tom’ methods, 
Beardstown suffers and smaller 
towns where publishers tell the 
truth reap an advantage. 


AN OPE ENING.’ 


PHILADELPHIA, June 23, 
Editor of Printers’ INK: 
lLeing a regular reader and, I might 
say, pupil of Printers’ INK, and de- 
sirous of getting in the advertising bus- 
iness, thought the Little Schoolmaster 
could advise me how to obtain an open- 
ing. Thanking you in advance for any 
information you may impart through 
your valuable publication, I beg to re- 
main, as ever, an ardent® admirer of 
PRINTERS’ INK. Respectfully, 
Ira WINSLOW. 

in the issue of Printers’ Ink 
February 6, 1901, on page 3. 
there is an excellent article on 
“How Shall I Be an Adwriter?’ 
by Margaret Holmes Bates, that 
may aid you. Your own city, be- 
ing full of excellent retail stores 
and fine newspapers, should be 
one wherein an opening might be 
acquired by constant application 
for the work desired, and a wil- 
liagness to submit specimens 
whenever such are desired.—| Eb. 
PRINTERS’ INK, 


1951. 


of 














THE SIXTH SUGAR BOWL. 


A GOOD CLAIM FOR A GOOD PAPER. 


New York, June 20, 1901. 
ditor of Printers’ INK: 

Relative to your Sixth Sugur 
Bowl contest, | would say I fx! 
to find any claims advanced for 
the Jron Age, New York City. 
one Iron Age is really an excep- 
mal trade paper. It is a weekly 
er and calls itself “a review 
the hardware, iron, machinery 
and metal trades,” published by 
David Williams Co., 232-238 Will 
iam street, New York. 

The issue of June 13, which I 
hold in my hand now, is an ordi 
nary issue of the paper, and some 
of the facts that appear from look 
ing it Over are re: surprising 
There are 220 pages in this issue, 
70 pages being devoted to reading 
matter and 150 pages devoted to 
advertising. The reading matter 
is just what you would expect to 
find in a trade paper, for the ar 
ticles are technical and relate to 
the iron and steel industries to a 
great extent. 

Among its 150 pages of adver 
tisements 634x11'™% inches in ‘ize, 
it is almost possible to find every 
sort of an article wherein iron, 
or steel or metal of any kind 1s a 
part. The number of the adver- 
tisers is really astounding. 

To show the scope of the read- 
ing matter, the names of the fol- 
lowing articles, which appear in 
this issue of June 13, would per 
haps be the best way of showing 
the paper’s standing: 

The first article gives a full de- 
scription, with drawings, of the 
Lane & Bodley Corliss Engine. 
Then follow essays on the Forter 
Water Sealed Gas Producer, the 
Exeter Combined Tapping, Drill 
ing and Boring Machine, the 
American Export Trade in Struc- 
tural Steel, Notes from Great 

sritain, the Howard Axle Works 
Carnegie Steel Company, 
iNustrations and_ technical 
illustrate, a report of 


Association of Man 









ufacturers, the American Foun- 
drymen’s Association, the Ma- 


chinists’ Strike, the ti t 
al Trades Association, Pig Iron 
Production, as well as many other 
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reports and notices of things that 


' 


are interesting to metal men. In 
addition there is a department de 


voted to hardware. It gets hardly 
is much attentic as the metal 
trades, but it is a pretty good de 
partment, for all that. 

For a trade paper every indica- 
tion that one can use in passing 
judgment on its value points to 
the fact that it is a remarkably 
good illustration of what a trade 
paper should be. 

I do not know what the exact 
circulation of the /ron Age is. It 
would appear, from the American 
Newspaper Directory, that its cir 
culation was estimated and _ told 
by the use of the letter “‘G,” which 
means a circulation exceeding 
4,000 copies. This is not as bad 

t first appear, consider- 
‘ratic classes served. 
imate twice as large 








een my experience that 
ing with people about news- 
papers, and especially trade jour 
l that the /ron Age was 
generally conceded a very high 
place as a publication. Some neo 
im that there 
not another trade paper ‘ha 
stands so high or is so well known 
1: 1 1 fede NT 
in this whole country as the New 
York Jron Age. The immense 
amount of advertising which tl 
carries indicates without 
that it is well thought of by 
trade paper advertisers. 
he reading matter indicates 
that the tect ical article ich 
nat the technical articies waicn 
- hl hea aw « : . ral 
ire published have a distinct value 
to people interested in the iron, 
hardware and ma 








1¢ 









teel, met 
chinery trades. 

You will find many trade paper 
publishers who, when they ex 
their true thoughts as to the 
best trade paper in the United 
States. do not hesitate in stating 
that the Jron Age certainly stands 
first. INTERESTED OBSERVER. 


Na 


A NUMPER OF OVERLOOKED COMPET- 
ITORS. 
June 21, 190%. 
Editor of PRINTERS’ INK: 
Referring to the contest for the 
Sixth Sugar Bowl to be awar-led 
paper, I would iike 


t st l 
to ack why no mention has heen 
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Mapers which it 
seems to me are far superior to 
some whose claims to superiority 
vou have published from tim: to 


made of many 


iime. I would like to call vour 
attention to the merits of a few 
of these papers which I think 


should enter the 

The Carriage 
Pliiladelphia, Pa., has some 
claim to being the best trade pa- 
per. It is at least the best j-:ur- 
nal devoted to technical instruc- 
tion, trade news and general in- 
formation for carriage, wagon 
and automobile builders and deal- 
ers in accessory trades. It is a 
nicely written, edited and priated 
publication, and differs from many 
trade papers in that its advertise- 


contest 


Monthly, of 


ments are attractive and -how 
some sign of originality. Ail in 
all, it is one of the very good 
trade papers and should be con- 


sidered when making the award. 

The Grand Rapids Furniture 
Record is an excellent trade pa- 
per. The furniture buyer, dealer 
and manufacturer read it every 
issue. It is beautiful typographi- 
cally and shows some of the finest 
halftones printed by any paper. It 
is always interesting and puts its 
readers in possession of all the 


news of the furniture world. It 
has the largest paid subscription 
list of any furniture paper in the 
world, and is one of the trade pa- 
pers that rank with the best. 

The Chicago Apparel Gasette, 
the clothing journal, is another 


good trade paper. It is very much 
on the same lines as Gibson's 
Haberdasher and similar publica- 
tions, but it gives more distinc- 
tively trade news. 

Crerand’s Cloak Journal, New 
York City, stands out conspicu- 
ously as the best of the publica- 
tions devoted to the interests of 
the cloak, suit and kindred trades, 
and it is an invaluable aid to all 
engaged in these businesses. There 
is no dullness in this paper. It is 
always very much alive and: inter- 
esting from cover to cover. 

In considering the claims of the 


: arious publications the Music 

Trade Ss, of New York City, 
should not be overlooked. It 
1S undoubtedly one of the best 


of the many musical papers and 


goes a great way in supplying 
those interested in music and mu- 
sic trades with all the recent news 
anc dcings in their own field. 
The only paper in the United 
States strictly devoted to all 
branches of the American textile 
industry from the fleece to the 
finished fabric is the American 
IVool and Cotton Reporter, pub- 
lished at Boston, Mass. It is 


a well appearing weekly and has 
a large clientele. 
The National Druggist, of St. 


Louis, is an excellent organ of the 
drug trade and from general ap- 
pearances about the best. It 
should be considered. 

The New England Grocer, Bos- 
ton, Mass., is one of the oldest and 
best known papers for the grovery 
trade, and being owned by retail 
grocers has much weight with the 
trade. Speaking of grocery pa- 
pers generally, it is about the Lest 
of them all and entitled to consid 
eration in this Sugar Bowl award. 

The Bookseller, Newsdcaler 
and Stationer, while primarily the 
official organ of the American 
News Company, of New York 
City, is a paper that is much 
in demand by people in the 
trades from which it takes its 
tiile and is the representative one. 

The weekly Modern Miller 
published at St. Louis, seems to 
be the representative paper of 
those devoted to the milling inter- 
the country, especially 
those of the Northwest, and it is a 
neat and intelligent publication. 


ests of 


The Supply World, of New 
York City, a monthly for bakers, 
confectioners, caterers, ice cream 


manufacturers, etc., while a rather 
good sheet, is not nearly 
as the Confectioners’ Journal, of 
Soniye wary but notwithstanding 
that should be considered when 
joialon the merits of all. 

The Tradesman, published at 
Chattanooga, Tenn., is one of the 
really good trade papers and cov- 
ers the whole field of industry and 
manufactures. It is more of a 
Southern paper, and, like the 
Manufacturers’ Record, of Balti- 
more, has been a great factor in 
Southern development. It is an 
ably written and edited affair. 

The Chicago (Ill.) American 


as good 








‘City, the 
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Lumberman is probably the | est 
of all lumber and timber papers 
and may be considered among 
those which claim to be the Lest 
trade paper, as it has good 
grounds for such a claim. 

Fort Atkinson (Wis.) Hoard’s 
Vairyman — and what person 
directly or indirectly con- 
nected with dairying or (dairy 
tock interests does not know this 
paper: ?—is undoubtedly the best 
of all such papers and well enti- 
tled to be called the best trade 
paper. That is if you class dairy- 
men as tradesmen. When he is 
raised on the farm and engages in 
dairying as a side issue, he is more 
apt to be called a farmer. But 
how about when he is a graduate 
of an agricultural college and a 
dairying institution and __ starts 
dairying on a scientific basis? Is 
he a farmer, scientist or ee 

Two papers of New York 
Electrical Review 
and the Electrical World and 
Engineer, both of which are 
unquestionably good papers, stand 
out prominently as representative 
of the electrical interests of the 
country. It is hard to say which 
is the best. They both deserve to 
be considered in the Sixth Sugar 
3owl award. 

Machinists and engineers and 
all others interested in = ma- 
chinery find Machinery, of New 
York City, an excellent pa- 
per. It keeps them informed of 
the latest and best news in their 
line and is a great help in their 
work. It may not be the best pa- 
per of its kind, but it will give its 
contemporaries a hard pull for 
first honors. 

These are but a few of the pa- 


PRINTERS’ 





INK 





pers of which I have seen no men- 
tion. Doubtless there are many 
more of which I have no record 
at present but of which some one 
else can tell. These papers to 
which I have briefly referred 
should enter the contest, and Iam 
sure that did the people back of 
them take up the matter and push 
their individual claims one of 
them would carry home the bowl. 
Very respectfully, 
_W ILLIAM Royston. 


AYER “VS ST REET & SMITH. 

From _ the " National Advertiser (N. 
Y.) these sentences are extracted: 

Suit to recover $8,500, said to be due 
for advertising, has been begun by 
Street & Smith, the New York pub- 
lishers, against the J. C. Ayer Co., of 
Lowell, Mass. The complaint has been 
drawn by Fettretch, Silkman & Seybel, 
attorneys-at-law, whose offices are in 
the Times Building. It appears that 
when Alfred E. Rose was general man- 
ager of the Ayer Co., he contracted 
for a large gg of space in the New 
York Weekly, Ainslie’s Magazine, the 
Tip-Top Weekly and_ other periodicals 
issued by Street & Smith. Mr. Rose 
also placed a large order for space in 
five-cent “‘libraries’’ and in books pub- 
lished by the plaintiffs. The Ayers, it 
is said, did not approve of this arrange- 
ment, nor of other things in Mr. Rose’s 
policy. The firm is reported as object- 
ing strenuously to Mr. Rose’s theory 
that the business could best be promoted 
by the lavish use of large copy. The 
disagreement reached an acute stage, 
and, as all the advertising world knows, 
resulted in Mr. Rose’s abrupt resigna- 
tion. Especial objection is said to have 
been made to the deal with Street & 
Smith, the Ayer Company believing that 
Mr. Rose had agreed to spend too much 
money in advertising with that house. 
Street & Smith do not sue for viola- 
tion of contract, but for the price of 
advertising actualiy published. They 
say they have made repeated and un 
successful efforts to bring the Ayer 
Company to a settlement without litiga- 
tion. One of the interesting questions 
to be brought up is the extent of a 
principal’s liability for the acts of his 
agent. 
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READY-MADE 


THOSE ADS. 
The following interesting mat- 
ter appeared in the Hartford 
(Conn.) Globe of June 16: 
George P. Rowell & Co., of 
New York, publishers of Print- 
ERS’ INK, the American Newspa- 
per Directory, and generally cred- 
ited as the leading authority on 
advertising in the United States, 
recently issued a neat and com 
prehensive volume of 100 pages 


entitled “Ready-Made Advertise- 
ments.” As its title implies, the 
book is filled with examples of 


ready-made advertisements, cover- 
ing every conceivable business, 
gleaned from the advertising col- 
umns of the newspapers through- 
ont the United States, and which 
were published from time to time 
in Mr. Rowell’s weekly paper and 
then reproduced in the book. 

The volume is compiled for the 
nurpose of teaching better adver- 
tising to merchants by showing 
examples of good advertisement 
writing—announcements calculat- 
ed to secure profitable results. 
Through the publication the Hart- 
ford Globe is indirectly paid a 
high compliment by the reproduc 
tion in the book of seventy-four 
advertisements which were clipped 
from the columns of this paper 
during the past year, and all of 
which were written by the corps 
of adwriters connected with ‘the 
advertising bureau of the Globe, 
by men who make it their especial 
duty to study the particular wants 
of local advertisers and then put 


the same into forceful, truthful, 
well-displayed and widely-read 
advertisements. 

Short chapters or comments 


precede each advertisement in the 
book and epitomize in a measure 
the best current ideas on advertis- 
ing methods, a few of which are 
reproduced here for the benefit of 
readers and advertisers in gener- 
al: An ad on rain-coats written 
by a Globe ad-man for the Crown 
Rubber Company is characterized 


as “terse and timely for April 
showers’; an announcement of 
the Public Market. which is ex 


clusively devoted to a special kar- 
gain in canned tomatoes, is ap- 
plauded as “good tomato talk”; 


in another ad tor the same firm 
the compiler of the book rejoices 
at the thought that there is a mar- 
ket “not afraid to quote prices.” 
Several more announcements of 
the Public Market are generally 
commended as being good ads for 
the grocery business and ones that 
cannot fail to bring trade. 

In the book are several ads 
written by the Globe bureau for 
the firm of Clapp & Treat, hard- 
ware dealers, which are favorably 
commented upon, and in two in- 
stances the ads are good enough 
to require an entire page for their 
reproduction. For Samuel J. 
Hussey, dealer in paints, the Globe 
ad-men have turned out what they 
considered trade-winning  an- 
nouncements, and it is a source of 
satisfaction to know that a recog- 
nized authority on good advertis- 
ing holds the same view. 

One of the Globe adwriters lias 
always been a stickler for immac- 
ulate linen and has frequently out 
hs thoughts into print for the 
New Method and American Laun- 
dry, one of his modest little trade- 
pullers in reference to negligee 
laundering being hailed as ‘a good 
point well made.” 

The musical man on the Globe's 
staff is always best when he is 
telling of the virtues of good mu- 
ical instruments, particularly 


pianos, and more than one of his 
effusions for the Woods’ piano 
house, sparkling with — salient 
points, is reproduced in the book 


with the comment, “This is a good 
piano ad.” 

Three good ads written by the 
paper for the Hartford Turkish 
Bath Rooms are printed in Mr. 
Rowell’s book, and the same ar- 
gument, couched almost in the 
identical language used by the ad- 
man in soliciting the business of 
parlors, is repeated by. Mr. 
Rowell, although, of course, he 
had no knowledge of the verbal 
conversation between advertiser 
and adwriter. When the Globe 
man promised to write some ads 
for the proprietor of the parlors, 
he said: “All Turtish bath ads 
now running in the papers are 
worse than useless. They do not 
tell what a Turkish bath is, what 
it is intended for, nor what the 
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result will be after taking one. 
Very few people know what they 
are for. I want to have you tell 
me what a Turkish bath is and 
pp it will do for mankind and 
will endeavor to write you ads 


that are worth the while.” Here 
is Mr. Rowell’s comment on the 
ads: 


“Here is a trio of Turkish bath 
ads that present a striking con- 
trast to most ads of their class in 
that they give reasons why one 

should take Turkish baths. They 
are from a series of weekly chang- 
es, each of which makes a single 
rood point briefly and interesting- 
ly in a two-inch single column 
space.” 

Many other Globe ads are equal- 
ly complimented, and among those 
reproduced are samples from the 
following firms: Ceorge Olm- 
sted, bicycle dealer; Mrs. Muzzey, 
restaurant; Hartford Carriage 
Co., carriages and sleighs; R. S. 
Peck & Co., printers and engrav- 
ers; C. H. & H. D. Burnham, 
monuments; C. H. Strong, gro- 
ceries; Seidler & May, furniture 
dealers; the Lathrop Co., dealers 
in wines and liquors; J. Lyon & 
Son, plumbers and stove dealers; 
Velvet Skin Lotion, for chapped 
hands and faces; Lloyd, photog- 
rapher; William Solomon, bottled 
goods; J. F. Duffy, plumber, and 

I 


sas  _— 
ral others. 


\ reporter of PRINTERS’ INK, 
asked to interview Mr. Kershaw, 
editor of the Ready-Made Ads 
department in PRINTERS’ {NK, 
submitted the report that follows: 

I met Mr. Kershaw on Spruce 
street, showed him this clipping. 
Ile said the accusation—if we call 
th: it—was true in general, al- 
though the percent ige was nearer 
25 per cent than 35, since they had 
underestimated the number of ads 
in the book. He thought the Hart- 
ford Globe one of the most excel- 
lent for finding good retail ads, 
for which reason he always looked 
it over—in fact, he had a copy in 
his hand at the time. The whole 
thing amused him greatly. He 
said that clipping a good ad for 
the advertiser was doing him a 
better service than writing him a 
wishy-washy one. He expressed 


t 
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PRINTERS’ INK. 


a wish to have his name on the 
y Bacco and said there was no 
im desty in the desire, consid 
ering the small work in the pages 
that was actually his own. 
het easy 
\ REVOLUTION IN TYPE-CAST- 
ING. 

A new method of casting type at 
high speed has been invented in L[Eng- 
land. This method is so swift and 
withal so inexpensive that hereafter it 
be cheaper to make new type than 
tribute the old, and type once 
will go at once into the melting- 
rhe invention may thus revolu 
tionize the whole printing industry. 
Che process, says the Publisher's W eek- 
'y (May 18), “reads like a fairy tale” 

“Briefly, it is performed by a rotary 
capable of producing 60,000 
types. in an hour, as against the average 
3,000 types cast in an hour by the or 
dinary type-casting machi now in use. 
While the ordinary machine casts only 
one letter at a time, the new machine 
casts a whole alphabet in proper pro 
portion. 4 igle one of the new ma 
chines in peration produces half 
a million ty a day. Distribution, 
therefore, becomes a waste of time. The 
advant held out by the project, how- 
ever, consists not merely in economy of 
time and money in the composition of 

xk or newspaper, but also in the 


























having at his disposal a per- 
clear, sharp, undamaged surface 
iich to obtain an impression 


ime he puts his work on the 
[he types, we learn from an 
vurce—the British and Colonial 

rin ‘are most accurately cast and 
finished and although cast at a phe 
nomenally high rate of speed, are quite 
equal in appearance and we any 
type cast in the ordinary way. x 
The prices charged are only ahout half 











what other founders charge.’ New 
York Literary Digest. 
> 
oS me is OF WELL piety 
ILLUSTRATED. rTi 


FOUN? S BREAKFAST FO¢ yD, 








“BEAR IN MIND,” 































































PRINTERS’ INK. {1 
CEMETERITAL. AN ENIGMA. 
joston, Mass., June 20, 1901. LovIsviL_e, Kv., June 10, rgor. 
Editor of Printers’ INK: _ Editor of Printers’ Ink: 
Spez aki ng of “juxtaposition,” how is Do you consider the inclosed ad 
DIED. _ 
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Lewiston—June 17, Mr. Orestes F. 
aged 60 years. 

Funeral private at 2. P~-M., at his late 
residence, :14 College street, Rev. <A. T. 
Salley officiating. 

Auburn—June 17, aera Ellen L. Brown; 

aged 52 years, 2m 

Fuperal W McShea .. ay, 2 P. ‘M., 
street M. E. church. 


at the High 




















Clipped from a 


this for 
recent issue of a Maine paper. 
Very truly yours, 
i TuLIus MATHEWS. 


an example? 


= <> 
OHIO COMPARISONS. 

Advertising is the fertilizer of trade. 
Use it plentifully and judiciously and 
your business trees will thrive and grow 
as surely and as wonderfully as the 
stately oak develops from the modest 
acorn. One new branch will quickly 
follow another, the foliage will become 
denser and the fruit more plentiful. 
As your tree grows the soil must be 
constantly kept rich—money fertilizer 
must be used. Let the quantity be re- 
duced or allow the quality to become 
inferior and you will quickly discover 
withering limbs and unfruitful branch 
es. Stop fertilizing altogether and the 
roots will decay, dry rot will set in and 
your once beautiful tree will soon be a 
fit subject for the assignee’s or the auc 
tioneer’s ax.—Steubenville (O.) Press. 
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& VERY PLEASING EFFECT 


Is produced when you weat jewelry 

that you know to be frbm a reliable 

firm, Our hopse was established in 

1832. We are ready to guarantee all 

ee sold as represented. Diamonds, 

cat ee and Sliverware of newest and 
it eff 


WM. KENDRIGK’S SONS, 


Jowelers and Opticians 
336 FOURTH AVENUE. 











taken from the Louisville Commercial 
“a very pleasing effect’ 
Yours truly, 
A Constant READER. 


‘ > 
* SCIENTIFIC AMERICAN '’ DEBARRED ? 

New York, June 30, 1901. 
Editor of Printers’ INK: 

In your issue of June 26th, page 32, a corre- 
spondent names the Sciéentific American as 
the best trade paper, worthy to carry off the 
Sixth Sugar Bowl. I fully cencur with Mr. 
Kensett that it is the best paper of its kind, 
yet I do not believe that it comes properly 
under the classification of a trade paper, and 
for this reason only I think the Sugar Bowl 
could not be awarded to it. The Screntif~ic 
American, as its title page says, is ‘‘a jour- 
nal of practical information, art, science, me- 
chanics, chemistry and manufactures.”’ It is a 
paper «£ general information and general cir- 
cao, While many trades subscribe for it 
and derive benefit from it, it is not the servant 
or exponent of any trade in particular. Itmay 
be much more than a trade paper, as the term 
is commonly understood, and for this reason 
also it seems not to come within the terms of 
the competition. 

Even the publishers themselves would, I be- 
lieve, concede that their positionjin the news- 
P iper world is too broad to give them a place 
in a contest involving only publications that 
serve particular trades. Zz. 

> —$—< 
HARD TO LEARN. 

Good advertising can not be done by 
a set of rules. Each case is a law unto 
itself. The product, the people and the 
conditions must all be studied, and the 
advertisement made to fit—Red Bank 
(N. J.) Register. 
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INK. 


Shaving with Pleasure is Enjoyed Only 














by those who possess good razors. Our Masterpiece Razor, the razor of tlie 
new century, is worth its weight in gold and fully represents what it is marked 
We sell a pair of our Masterpiece Razors for $5.00. We scl! 
razors exclusively; we make them, we grind them, we hone them, 


put them in good cutting order, ready for the iace 
—that has been our specialty since 1819. We 
use the best material monev cah 
buy. Every man in our employ is 
“an artist in his line.” The 
work comes as near perfec- 
tion as human ingenuity can make it. We have 
no agents, we sell direct to consumer; we deliver 


{ree; we warrant every razor to be precisely what we say it is, and have but one price. Our pamphlet, “All 


About Good Razors,” mailed FREE. 


Cc. KLAUBERG & BROS. 174 





HE THINKS IT GOOD. 
Hoveuton, Mich., June 21, 1901. 
Editor of Printers’ INK: 
It strikes me that the inclosed adver- 
tisement of C. Klauberg & Bros. is an 


Willlam Street. od NEW YORK 





excellent ad. The cut is to the point 
and the reading matter is direct and 
sensible. It seems to me that such an 
advertisement if properly placed should 
bring excellent returns. I remain, 
Very truly, Horace J. STEvENs. 





IN PHILADELPHIA, 
PHILADELPHIA, June 25, I9g01. 
Editor of Printers’ INK: 

the Philadelphia papers seem to have 
become infused with new life and force, 
as nearly every daily in town is bending 
all its energies upon bringing its special 
feature before the public. “The Record 
has for the past few weeks been pub- 
lishing on Saturdays a series of articles 
entitled: “*Public Men on Public Ques- 
tions. These contributions are from 
the pens of some of the most noted men 
in the public eye at the present day, 
and serve not only to increase the al- 
ready wonderful circulation of the Re- 
cord, but tend to advertise this paper 
throughout the country, these special 
articles being widely copied and edi- 
torially commented on, and the usual 
credit line in all these publications is, 
as every one knows, sivestdion of ” the 
highest and most desirable kind. 

Recently in one of the Snellenburg 
advertisements there appeared this card: 
“Bring this coupon and $1.50 to-dav 
and get a regular $2.50 skirt. The of- 
fer is for to-day only, and is to test the 
relative value of the /nquirer and Re- 
cord as advertising mediums.’ Then 
followed a detailed description of the 
skirt, and in the right-hand corner, in 
brackets and set in small type, the 
name of the paper. It rained on the 
day this advertisement was printed, 
which doubtless did not afford a fair 
test of the drawing powers of either pa- 
per. This is the first time, however, to 
my knowledge, that a department store 
so openly advertised a test of its adver 
tising mediums. Mr. Charles R. Fin 
ney is the advertising manager for N. 
Snellenburg & Company, and is doing 
very good work. }. BH. 3S. 


++. 
HALLUCINATION. 

If you are laboring under the hallu- 
cination that you can simply copy some 
one else, purchase a mailing list, send 
out your circulars and be obliged to 
rent a six-story building to take care 
of the orders, better save your money 
until you the rudiments of the 
business.—-Advertising, Chicago. 















ALL POINTS WILL BE CONSID 
ERED 
Curcaco, Ill., Jume 24, 1901. 
Editor of Printers’ INK: 

I note in Printers’ INK your offer 
of a Sugar Bowl to that trade or class 
paper which, all things considered, hest 
represents its constituency, thus making 
t the best of all trade or class papers. 
Will you kindly advise me what you 
mean by this—is it circulation or in- 
fluence; is it typographical appearance, 
and last of all is it the contents of a 
publication which will be weighed most 
in the balance when finally awarding 
this prize Sugar Bowl? 

The Mail Order Journal is hardly 
four years old, but in that time it has 
grown to a circulation of 9,500 copies, 
which circulation is absolutely guaran- 
teed. Guarantee of this can be found 
on editorial page of each issue. Still I 
think it will be hard for vou to award 
the Sixth Sugar Bowl unless considera 
tion also be given to those trade papers 
that have pioneered the way for »ther 
successful papers in similar lines, and 
when consideration is given to the 
awarding of the Sixth Sugar Bowl, in 
my mind there is no worthier paper en 
titled to this Sugar Bowl than the giver, 
namely, PRINTERS’ INK.+ I remain, 

Very truly yours, 
Louts GUENTHER 
— soo a 
THE MODERN MAECENAS. 

Giles—The hotel proprietor seems a 
superior kind of man. 

Merritt—Indeed he is. He devotes 
his life to the advancement of educa- 
tion. 








Giles—You don’t say so! How does 
1e do it? 

Merritt—Emplovs a college men 
as waiters.—Leslie’s Weekly. 





ee 
LAST, NOT LEAST. 

_ The first thing a merchant blames 
for the failure of his advertising is the 
medium, second the advertising, and 
last, and where probably the trouble 
lies, the store methods.—White’s Say- 
ings, Chicago. 
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IN POUGHKEEPSIE. 
Editor of Printers’ INK: 
An enterprising French baker in 


Poughkeepsie startled the town the oth- 
er day by telling in reading matter a 
long Oriental tale of millionaires end 
kings, and so on, who were soon to ar- 
rive in town to boom his Babamaba 
bread. The story was more than Hag- 
gardesque, and had a peculiar verve 
that was well calculated to startle (as it 
did) all who read it. This story was 
followed up by a proffer of a thousand 
loaves of the bread free, on June 17, 
to all who would call for it; a testimon- 
ial from a wholesale flour dealer that 
the baker had just bought 300 barrels 
of flour to push his trade; and another 
offer later, as follows: 

, A. F. Bridenbecker, will manufact- 
ure all the delicious loaves of Baba- 
maba bread the leading grocers can pos- 


bly sell to their grateful customers 
the next three days, viz.: Thursday, 
Friday and Saturday. To-day another 


thousand loaves of Babamaba bread will 





he delivered to the people free of 
charge. ours truly, £ 
~~ 3. 
ew 
STRONG FOR CLEVELAND. 
CLEVELAND, Ohio, June 14, 1901. 
Editor of Printers’ INK: 
[be inclosed from an Elmira 


daily 


BEAUTIES 
IN 
WHITE 
SKIRTS. 


The Misses E. L & M SULLIVAN, 


300  E. - WATER ST.. ELMIRA, N. Y. 





paper impresses me as a rather strong 
presentation of facts. 
fery truly yours, 
W 


S. BaIrver. 


WANTS WOMEN AS ADW RITERS. 

Nine-tenths of the advertisements are 
real by women; nine-tenths of the mer- 
chandise advertised is purchased (or the 
purchaser is influenced) by women, and 
it is a woman who should know best 
how to appeal to her sex. With her 
keen perception of feminine attire, who 
but a woman is best fitted to interest 
other women on millinery, silks, dress 
goods, ribbons, notions and _ lingerie? 
Doesn’t the field for ad-women, in their 
distinctive lines, appear full of hope 
and promise ?—Ad-School. 

+0 

TuIs is an age of rapid improve- 
ment, quick action, quick reading. The 
reader wants his facts brought to him 
crisply and clean, and published in a 
manner so that he can scan them quick- 
ly.—Grand Forks (N. D.) Plaindealer. 


K, 


MODERN NEWSPAPERS. 

The growth of the modern newspa- 
per has been so phenomenal that it has 
been difficult for the older class of 
readers, used to models of another day, 
to keep up with it, or to banish im- 
pressions and prejudices acquired in 
earlier life. In a former .period the 
real “news” paper was wanting. It 
was then the personality of the editor 
that dominated the tone and style ot 
the publication. There was an individ 
uality about journalism that is lackin; 
now. To-day the busy world wants; 
facts and hurried comments. 

There never was a more superficial 
view taken of any important field cf 
labor, or falser deductions drawn, than 
to say that because new methods control 
in journalism the influence of the press 
has been weakened. We might as well 
say that the influence of trade and 
commerce upon the masses has waned 
because the universal individualism of 
some years ago has given way to the 
great co-operative movements and pro 
cesses of the present. 

Journalism has, indeed, changed ir 
the past two decades, especially in the 
past decade—changed as rapidly as any 
other great force or agent of progress 
has changed. The facilities for making 
papers have been so multiplied and im- 
proved that we see now more elaborate 
establishments, larger use of capital 
back of the paper, a greater subdivision 
of labor, more system consequent upon 
this very expansion, and last but not 
least, the substitution of corporate for 
individual proprietorship, of collective 
force for individual opinion. 

The great paper of to-day no longer 
depends on the individuality or reputa- 
on or personal influence of any one 
man. ‘The development of modern life 
and progress has introduced new forces 
in the newspaper offices just as in the 
industrial and commercial world.—Mar-. 
cellus Foster, Houston Post. 
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ADVERTISEMENT. 


LLLUSTRATED 





‘RECOMMENDED BY PHYSICIANS’ IN 
TilEIR PRIVATE PRACTICE AND TAKEN 
BY DOCTORS THEMSELVES,” 
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GOOD ADVICE. 

The Bakers’ Times is an interesting 
trade paper devoted to the interests 1m- 
plied by its name. A_ correspondent 
says, “Could you instruct me a little 
as to the best way of advertising?” 
the editor’s reply shows that he is fully 
that advertising, like charity, 
should commence at home. He says: 

Che answer to the above is that you 
should advertise in every way that lies 
open to you; some of the best and most 
uccessful methods are as follows: 

By smartly printed flour bags with 
bright colored printing. 





By  copper-plate ithographed _ bill 
hez ids. 

Ly copper-plate lithographed _letter- 
paper. 


By smart gold printing on your bar- 
rows and bread vans. 

By a good smart shop-front sg 
at least every spring, and a very bright, 
clean shop with inlaid linoleum ‘on floor, 
as the pattern does not wear off that. 
You should have your shop painted 
white all over, inside and out, walls, 
ceilings, shelves and counter, and any 
printing done in gold. 

sy keeping your shop window and 
shop spotlessly clean and making your 
shop assistant dress very neatly, black 
dress and white apron and tie, if you 
employ girls 

By smart handbills delivered to every 
house in your town at regular periods, 
Say once in every one or two months. 

If you follow out the above directions 
entirely and your goods are deserving a 
good sz you will, at least, double 
your tr in six months, according to 
our belief.—Advertisers’ Review, 

USING POSTAGE STAMPS. 

A Baltimore (Md.) correspondent of 
the Advertising World writes to that 
publication as follows: 

Every mail order firm is at all times 
in receipt of postage stamps in pay- 
ment for goods. Only a certain amount 
can be used on letters and circulars or 
paid out at face value to people with 
whom you have dealings. The balance 
must be sold at a discount of 2 to 5 
per cent, which is a heavy tax on re- 
ceipts. Recently I tried a new plan. 
3eing a buyer of large job lots of sta- 
tionery, I bought a lot of 53,000 No. 
44% envelopes, both ee and oblong 
styles, excellent quality; bought them 
at 30 cents per thous sand. I got 
idea for an enterprising druggist to 

lvertise to sell a two-cent tam 
give an envelope free with each stamp. 
[his scheme is now working to the sat- 
isfaction of the druggist, but he is 




















fearing I will drop it. There is not 
much danger. I am now selling my 
surplus two-cent stamps at 114 per cent 
discount. I give 100 stamps and 100 


envelopes for $2—the envelopes cost 3 
cents per hundred or 1% per cent. 
Mail order business consists of adver- 
tising dnd the end is not reached un- 
til you get the cash, and postage stamps 
are not cash until you turn them into 
cash. See! The envelopes used must 
be good, and that is a point of which 
I was careful, as druggists want qual- 
itv, not trash, when they advertise a 
good thing. 








THE MAN BEHIND THE PENCIL. 
The average merchant in the average 
town sits at his desk an hour or two 
before time for the ad to go to press 
and dashes off a bunch of adjectives 
b kis store that don’t say much and 
convincing. The chances are 
has en the matter no thought 
before pick up his pencil rhe 
erchant has to pay for this advertis 
g space, and if he lives in a small 
town where the circulation of the news- 
paper is small the chances are that he 




















las to pay a pretty high price in pro 
portion to services rendered. But he 
wastes his space by always having his 
ads uninteresting. Uninteresting be 
: he is net interested in them him 

He hasn’t time to be. I feel 





it in every store of the 
rchant in the average town 
at least one bright clerk who 
in a very short time can write better 
ertising than the “old man.” And 
if | was an average merchant in an 
I n I would hunt that boy or 
among my employees and 
charge of the advertising. 
I 





sure 





his wages just a 
imulate his interest in 
and give it studious atten- 


Dry Goods Reporte 





LOCAL SIGNS. 

The name of the advertiser of a local 
store should be made prominent in his 
ads, just as it is made prominent on 
the sign over his door. The display 
name in the ad takes the place of the 

gn over the door. The talk about the 
goods is made to more or less clearly 
epresent the goods behind the sign on 
the store v England Grocer. 

a 











ALMOST every man who has. been 
closely associated with advertising for 
any length of time believes he knows 
more about effective copy than any wot 
er man in existence.—White’s Saying 
CATCH-LINE OF WEL L KNOWN 

AD _ ILLUSTRATED. REGAL 





“FROM THE CALF TO THE CONSUMER.” 





PRINTERS’ 


WOULD HE LIKE IT? 








When, at the store, we try to buy 
The brands of goods we wish, 

Whatever it be, soap, soda, tea, 
Socks, calico or fish, 

The clerk with many smiles and smirks 
(He’d smirk more if he could), 

Will shove out something dine and say, 
“This brand is just as good.” 

Now, when with e rthly toil he’s done, 
Ile st s the other shore, 

And seeks to pass the golden gate 
lo rest for evermore, 

ll shocked and grieved this chap 

would be 

If good St. Peter should 

Point down below and say, “For you 
That place is just as good.” 


1. J. Burdick, in Los - 


DEVELOPMENT. 


ingeles Herald. 


NEWSPAPER 
When the yacht ‘‘America” 
cup from England, in 
WS Was not printed in the newspapers 
until two fter the event, 
then appeared briefly in dis 
itches from Halifax, where the ac 
unts had been received by mail. Such 
race to-day would be cabled to this 
country to the extent of thousands of 
rds, and the news would printed 
m the streets within very few 
inutes after the race w completed 
the press reports of the yacht race 
Sandy Hook 1899, the results 
communicéz by wireless teleg 
as rapidly they occurred, 
ignals from reporters 10 made 
observations in balloons. In fact, 
of our enterprising newspapers 
hed the results, with more or less 
iracy, before the events occurred 
latest pr ical development in this 
rection is the recent announcement of 
New York Herald that on and after 
1 next it will report the arrivals of 
coming steamers by wireless teleg- 
phy from Nantucket Shoal Lights 
communicating this informa 
the peo} le on land some tweive 
earlier than has previously 
received.—-D. 


Haynes. 
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Mr. L. E. who is about to 
Company, after 
the head of the 


PULLEN 
the J. C. Ayer 
eral years’ service at 
ertising department, was called from 
me to the office Wednesday | 
former assistants by a state 
there were some matter 
wished to make inquiry about 
arrived, after attending t 
natters in the main office, he went 
ate office and ned his 
he found a communication 
1 ddressed t him. The 
pon. «ME see besides several other 
ticles a very elegant watch charm, in 
hich was a valuable diamond set, from 
associates in the office.—Lowell 
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(Mass.) Mat 


CLASS PAPERS. 
BAKERS. 


BAKERS every mo. read BAKERS 
Virw. If you have enythine 
the proposition is self-evide it 
$16 perissue, Park Row Bidz. 





RE 
to sell that 
‘age 0, 


2,501 


they use, 
half page 





| year 


and | 


INK. 
ADVERTISIN 


P' INTEKS’ INK is a magazine devoted to the 

general subject of advertising. Its standing 
and influence is recognized throughout the en- 
tire country. Its unsolicited judgment upon ad 
vertising matters is of value to intelligent adver 
lisers as be ry that of a recognized authority. 
Chicago C1.) News. 

PRINTERS’ INK is devoted ¢ xclusively to adver 
tising—and aims to teach good advertising 
methods—how to prerare good copy and the 

value of different mediums, by conducting wide 
open discussions on any topic interesting to ad 
vertisers. Every subject is treated from the ad 
vertiser’s standpoint) Subseription price #5 a 
Advertising rates, classified 25 ce ane iline 
each time, display 50 cents a line. ‘4 
page $50, whole page $100 each time. 
VRINTERS’ INK, 10 Spruce St., New Y« 
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ARRANGED BY STATES. 


50 cents a line 
No display 
Stust be handed 


Advertisements under this head 
each time. By the year #26 a line 
other than 2-line initial letter. 
im one week in advance. 


AL ABAMA. 








flee EAGLE, semi-monthly 4 psges. Send for 
rates. A. R. DAVISON, pub., Kempsville, Ala. 
PRACTICAL WE \THER. Published once a 


month. Publishes Dunne’s famous Forecasts 
of the Weather, the most accurate and reliable 
long range forecasts ever appearing in print, 
based on terrestrial meteorological data, and on 
as sound scientific principles as those of our 
National Weather Bureau's, [t also publishes 
interesting articles on the philosophy of the 
weather 
PRACTICAL WEATHER circulates in every State 
also Canada and Mexico and our new possessions, 
It also goes to India, i alia,and nearly all the 
countries in Europe t has some of the best in 
telligence of the - among its subscribers, 
representing almost every profession, trade and 
calling. is cosmopolitan and an Al 
advertising medium for this and foreign coun 





| tries. Rates for adve too furnished on appli 
( ation. Address PRACTICAL WEATHER PUB 
sHING co., Reutpomery, Ala 





ILLINOIS 








f lig - ae zaR SCIENCE OF OSTEO- 
PATHY. Dt ITTLES¢ . President 
Am. College of Os S33 wd » and Sur 
we nae 1 Warren Ave . . i 

YHE Princeton (Ky.) CHRONICLE circulates 1,800 


I 


copies weekly in the tobacco belt. 


MAINE. 
OR Rockland, Me 
F 


, the DaAILy Star. Only daily 
in Knox County. Lowest rates, quickest re 


MASSACHUSETTS. 


YHE Lowell, Mass., T 
Sunday paper 


ELEGRAM is the only 
»ublished in Middlesex Coun- 














iy. It is delivered direct to the homes in Lowell 
ind all the surrounding towns on a day when 
p ople have time to read. It has more readers 
than any three other Lowell papers combined. It 
carries more home advertising than any two 
other local papers because it pa udvertisers 
vest. Write for sample copy ; it will speak for it 
self ne w York office, 15 Nassau St. (S ree- 
land, represe ntative joston office, 12 Globe 
Bldg. ( Geum Ke representative). Home 
Office, ¢ 28 Merrimack St. ’ Lowell, Mass 





MISSISSIPPI. 


pur South is booming as never before in its 
history. Why not ride in on the crest of 
waves! You can’t enter Mississippi terri 
tory suc fully (the most prosperous section) 
without an ad in THE HERALD, Water Valley, 
Miss. All home print, largest circulation and 
stands first in the confidence of the people. 
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MICHIGAN. 


YHE ECHO, Harrisville, « 
Michigan. — aaa 


overs Northeastern 





WISCONSIN. 


1 


) ODGE COUNTY FARMER, Beaver Dam, Wis. 
Stock raising and farming. Cire’n 1900, 1, 416. 


CANADA. 


YAN ee ADVERTISING 1s best done b 
E. DESBARATS ADVERTISING AG 


D 


y THE 
“NCY, 
Montreal. 





Displayed Advertisements. 


50 cents a line; $100 a page; 25 per cent 
extra for specified position if granted. 
Must be handed in one week in advance. 
[HE PROGRESSIVE FEATURES and Superb 


Ap pearance of 
E PARM, FIELD AND STOCKMAN” 


make it a favorite in the homes of prosperous 
farmers and dairymen of the Northwest. Adve1 
tisers who try it once, become regular patrors 
15 centsaline, 40 Dearborn Street, Chicago. 
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$2,000,000 


will be spent in public 
improvements in Troy this 
summer. ‘The thousands 
of men who will be em- 
ployed on this work read 
the official paper of the 
city administration. This 
paper is 

THE SUNDAY NEWS, 

Troy, N. Y. 
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[YOUNG % 
PEOPLE'S 
WEEKLY 2 


Best-in-the-world. Sample-copies free 
Magnificently 
Illustrated + 
Bright: Clean 
& Interesting 

75cts.perannum.Circulation 235,000. 
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DAVID C.COOK PUB.CO. 


36 WASHINGTON ST.CHICAGO. 
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INK. 


‘ 
“WHAT HAPPENED TO 
WIGGLESWORTH,” 
by of humorous sketches, just publ ahed 
| by Dickerman & Son, Boston, is 
zu r, editor of Rockland (Me.) Cour ler on sate. 
Will be on sale everywhere, read by everybody. 


We await your inquiries 


= obits 


Advertisers’ Agents 


The Frost (Minn. ) Record 


isa country weekly that is held in high esteem by 
its readers, who are a thrifty and prosperous 
class of people. !t is a good adve *rtising medium 
to reach the country population who are settled 
| in this part of the United States noted for its 
famous wheat fields. 


THE CHURCH PRESS ASSOCIATION 


THIRTY 





16 
, St. Bride Si.. 
LONDON. 


Britis!) 














LisT OF 
Church 
Magazines 
2 

are edited by brainy 
pastors for live 
Churches of differ- 
ent denominations 
everywhere. Filled 
with pure, interest- 
ing reading matter 
for the home. Ex- 
cellent, economical 
pr blishing plan for 
Churches, and a 
good advertising 
medium. 


PRESS 
ASSOCIATION 
200 8S, TENTH ST., 

PHILADELPHIA. 


eh 
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An Independent Afternoon Newspaper. 
Circulation over 16,009 copies daily. Printed 
in its own building, on its own linotypes and 
Web perfecting resses. ! opulation o' 
Scranton 102,26. THE SCRANTON TRUTH’S 
circulation is mainly among reculear sub 


scribers at whose homes it is delivered by 

carrier. 

BARRETT & JORDAN. Proprietors, 
Scranton, Pa. 














Youngstown,O0hio, Vindicator 


10,000 10,000 9,600 


LEADING DAILY IN NORTHEASTERN OHIO, 


gas eee Address 
LaCOSTE and MAXWELL, 38 Park Row, N. Y. 


Tel., 3293 Cortland. SPECIAL NEWSPAPER REPRESENTATIVES. 














SEND FOR A SAMPLE COPY OF 


THE ADUISOR 


the great monthly magazine devoted to the interests of 


advertisers. 
PHILLIPS & CO., 


ADVERTISERS ALL OVER THE WORLD, 
1133 Broapway, New YORK. 

















EVERY SATURDAY 


SPORTING 
<EO LIP Lae 


a vcloan Trap Be NE Tate ing 
o> General Sports 
For Years the AcKnowledgeda Authority 
dvertising Rate, i5cents aline 


Sporting Life Publishing Co. Philadelphia, Pa. 

















The Patriot 


HARRISBURG, PA., 


is a paper that goes into the homes. It does not 
acquire a large circulation through street sales. 


Thousands of its subscribers do not take any 
other newspapers. Do you realize their pur- 
chasing power? Do you want their patronage? 


— SS a ee 
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GREAT BENEFITS FROM 


HOME TALK 


Only reputable advertisements 
printed in ‘**‘ Home Talk.’’ 








GLOVE-FITTING CORSETS. 
LANGDON, BATCHELLER & Co. 


345-347 Broadway, New York City. 





Mr. Wm. H, England, Editor ef “Home 
1 Talk,” New York City: 

DEAR Sir—We take great pleasure in 
saying that the advertisement we have had 
in “ Home Tak” has been of great ben- 
efit to us. We find our customers appre- 
ciate this mode of advertising, and hope, 
as soon as our appropriation is fixed, we 
will renew our contract with you. 

Yours very truly, 
LANGDON, BATCHELLER & CO. 
H. D, MILLER. 





Dict. (1, D. M. 








HOME TALK 


Advertising Rates $1.00 per Agate Line. 
Sample copy on request. 





HOME TALH, 325 Temple Court, N. Y. 
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An Unusual 































Opportunity 





How to reach advertisers who would be 
interested in his paper as an advertising 
medium is a frequent problem to the pub- 
lisher. The special editions of Printers’ 
Ink to be published the coming fall, as 
specified below, will go to several desir- 
able classes of advertisers, all of whom are 
posible patrons of every good advertising 
medium. The advertisement of a good 
paper in these special editions offers an 
unusual opportunity for extending the 
prestige of such a paper and making its 
merits known to those who can be inter- 
ested and induced to advertise. We 
would like to have the advertisement of 
every good paper appear in Printers’ Ink, 
not only because of the benefit to the pa- 
per advertised, but because such an- 
nouncements will tend to make Printers’ 
Ink more interesting. The service we 
offer is cheap, economical and effective. 
Orders for advertising are solicited. If 
interested, address 


GEO. P. ROWELL & CO., 10 Spruce St., New York. 





NOTE THE LIST: 


AUGUST 4.--General Advertisers as 
listed by the Publish- 
ers’Commercial Union. 

SEPTEMBER 4.--Patent Medicine Man- 
ufacturers. 

OCTOBER 9.--Druggists: Wholesale 
and Retail. 

NOVEMBER O6.--Cigar Manufacturers. 

DECEMBER 4.--Seed and Nurserymen. 


JANUARY 6&.--Distillers. 
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T% Evening Times 





Rochester, N. Y. 








The Only Penny Paper in a Trade Area 


of 


7 50,000 people. 








Western-Central New York is the Gar- 
den of the World and 


T* Evenin g Times 








is the Cultivator for Adver- 
tisers to use. 








Our Rates are Based on Circulation Value 








Times Readers are Buyers. 
Send us your advertisements. 
We'll send you Orders. 











See 
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Street Car Advertising. 




















Publicity is as essential to business success as is working 
capital. Success is sure to crown your efforts if you believe in 
consistent and persistent advertising and live up to your faith. 
If you wish to create a demand for and sell your product you 
should advertise in the street cars—not spasmodically, but regu- 
larly and persistently. 

You should contract for space and use it to tell in an enter- 
taining way the story of your goods. The people whose trade 
you want to win will quickly regard your announcement with 
favor. After consistently advertising along these lines for a 
short time it will be a miracle if you won’t have to admit that 
the money thus spent was the most profitable investment you 
ever made. 

The way to get trade you ought to have is to advertise for 
it. The way to make your goods known is to keep them before 
the public, and the best way to do this is to advertise them in 
the street cars. 

Street car advertising is a paying investment—not an ex- 
pense. It is good advertising. It is quick advertising, and it 
is the kind that pays. If you have a card in the cars you are a 
wise advertiser. If you have not, then you should get your 
card in the cars and be wise. The cars will carry your card to 
nearly everybody—people who are always wanting and always 
buying. 

One very strong point that impresses the intending adver- 
tiser is the absolute certainty of circulation that street car ad- 
vertising gives. There is no guesswork about it. There are no 
affidavits that no one takes any stock in. Circulation is really 


$e = 
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understated, as the figures given out by the railway companies 
are taken from annual reports and only give the actual number 
of paying passengers carried. 

Stillwater, twenty miles from St. Paul, is a thriving city of 
over thirteen thousand population, on Lake St. Croix, which is 
really a widening of River St. Croix. Here is a really good 
city and a fertile advertising fieid. The street car system is a 
model one of its kind, and advertisements in these cars make 
purchasers. George Kissam & Company control the advertis- 
ing privileges. 

Continuous and persistent advertising is the only form of 
advertising that can bring satisfactory results. The advertiser 
should advertise every day in the week and every week in the 
year. He should cause the people to associate his name with 
the best and most desirable article so firmly that when they 
want that article his name will come to their minds at once. 

Street car advertising will be found to be the easiest and 
most effective way to do this. It is only necessary to have at- 
tractive cards, touching upon the merits and good points of the 
article, and have them placed in the right cars. 

Such an advertisement seen for the first time will draw the 
passenger's attention. The second time he will read it again 
and think over it. The third time it makes a purchaser of him. 
It takes a little time to soak in, but it is bound to do so. 

With a population that perhaps little more than touches the 
60,000 mark, Duluth has good reason to feel proud of its pros- 
perous condition and rapidly-increasing growth. It is a well 
known fact that this is a progressive and rapidly-developing 
section. Money is plentiful, labor commands good wages, and 
there is comparatively little idleness. This city is attracting at- 
tention because of its natural advantages, and millions of dollars 
of capital have been invested here within the past few years. 

Never before has there been so thorough an appreciation of 
Duluth’s advantages and possibilities; never has the steady 
march to great ends been so vigorous. The great activity in 


building and other public works, as well as the immense private 


interests—milling, mining, lumbering and manufacturing—fur- 
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nish an abundance of work and circulate generous sums of 
money. 

The contributing territory embraces many enterprising and 
progressive towns and villages, whose combined population 
mounts well up in the thousands. The people of this thriving 
territory—the ordinary people, who spend most of the money 
they earn—have many wants, and they also have the money 
with which to satisfy them. This is the material reached by the 
Duluth street cars. 

Duluth has one of the finest street car systems in the coun- 
try, and the cars carry a large line of business from local and 
national advertisers ; these advertisers continue from year to 
year, annually increasing their expenditure, and are perfectly 
satisfied with results. Duluth is unquestionably an excellent 
field for the advertiser, and a very profitable one at that. 

All other things being equal, the advertiser who wishes to 
cultivate this market quickly and most effectually should use 
the street cars. George Kissam & Company control the adver- 
tising privileges. 

An advertising agent asked the secretary of a large trust 
company if he advertised. 

“Yes, sir,” he replied, “and our advertising pays. We use 
the local papers and the local street cars, but we have been able 
to trace more results to our street car advertising than to any 
other form. ‘This is especially true in our savings department. 
We have recently been asking every depositor what induced h:m 
to think of opening an account with us, and seven out of ten of 
them have replied, ‘I read your ad in the street cars.’ ” 

Pretty good testimony. 

The Pan-American Exposition at Buffalo is attracting im- 
mense crowds of visitors, Every day the number increases. It 
is impossible at this time to estimate the total number of people 
who will visit Buffalo during the Exposition, but there will be 
many thousands. Add to this the population of the city, which 
is four hundred thousand, and it will be readily seen that this 
will be an exceedingly profitable advertising field. Buffalo has 
an area of twenty-five thousand acres, or forty-two square 
miles. It is about five miles from east to west, and eight miles 
from north to south. The city is famed for the cleanliness of 
‘ts streets, the beauty of its homes, the healthfulness of its 
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climate, and the excellent and abundant water supply from 
Lake Erie. 

Buffalo is not only a large manufacturing center, having 
some thirty-five Lundred factories, but is also a distributing 
point of great importance in the wholesale trade. The electric 
railway system of the city is considered one of the best in the 
country, and, together with the suburban lines, consists of about 
three hundred miles of tracks. All the lines are under the con 
trol of the International Traction Company. Five cents pays 
for a ride, with transfers, from any one point in the city to any 
other point. All the lines of street cars in Buffalo, Niagara 
Falls and Tonawanda either run direct or transfer to the exposi- 
tion grounds. George Kissam & Company control the exclusive 
privileges in all these cars. 

Chicago is divided into three sections, North, West and 
South. The great street car systems of Chicago are those of 
the North and West sides. The cars are among the finest in 
thecountry, and carry many thousand people daily. ‘The ad- 
vertising privileges are controlled by George Kissam & Com- 
pany, and are conceded to be the most valuable of any in the city. 

Street car advertising is a form of advertising that is well 
calculated to reach the women. Brooklyn is distinctly a 
woman's town, and with its great population offers an excep- 
tional opportunity for profitable street car advertising. George 
Kissam & Company control the advertising privileges for the 
Brooklyn Elevated Railroad, and the cars on this road are said 
to carry over one hundred and thirty-five thousand passengers 
daily. The advertiser in these cars gets a display that is un- 
equaled—cards sixteen inches high and four feet long. 

George Kissam & Company have the greatest number of 
successful advertisers, do the largest business of its kind, and 
are considered the largest specialists in street car advertising. 
They devote their entire time to improving that business and 
watching the interests of their customers. 

They have built up the largest street car advertising bus'- 
ness in the world, and control the choicest street car lines in 
many of the most important cities of the United States. Their 
system of placing, inspecting, checking, changing, etc., is per- 
fect, and their great success stands as conclusive evidence that 
business placed through them must pay. George Kissam & 
Company have offices at 253 Broadway, New York, and are 
always ready to give full particulars about their system of street 
car advertising. 
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PRINTED ON THE FARM 


THE AGRICULTURAL EPITOMIST 


Has always given its readers experience at first hand. To carry out this plan 
still more extensively, plain, complete and detailed statements of practical 
experiments made on this 


650-ACRE EXPERIMENT FARM 


are being recorded from month to month in the 


AGRICULTURAL EPITOMIST 


“THE ONLY AGRICULTURAL PAPER 
EDITED AND PRINTED ON THE FARM." 

The EPITOMIST not only gives the results of experiments made under 
natural conditions of cultivation and fertilization, but it also tells how work 
is conducted for actual profit in the various departments of its 650-acre farm 
known as the 


Experiments at this Station are now and will continue to be made under 
the directions of experts, constituting an able corps of practical and scientific 
farmers of unquestionable reputation, whose efforts in the past have resulted in 


BETTER FARMING, BREEDING AND FEEDING. 
Advertisers wishing to reach the prosperous, progressive, up-to-date 
and buying class of farmers, ean do so through the columns 
of the AGRICULTURAL EPITOMIST. A contract will be accepted for the term 
of one year at our present rate of $1.00 per agate line per insertion, with the 


pr@ilege of discontinuing at any time withuut extra charge, Circulation 
guaranteed to exceed 200,000 copies each issue. 


E. CHUBB FULLER, 


President and General Manager 


EPITOMIST PUBLISHING COMPANY, 
Epitomist Experiment Station, SPENCER, IND. 


PRINTED ON THE FARM 
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FOUNDUS OUT! 


Knoxville’s local advertisers 
discovered years ago that 


THE SENTINEL 


Was 


The Best Medium 


Now the forezgn advertisers have reached 
the same conclusion. We carry more adver- 
tising of both kinds in six days than any 
other Knoxville paper does in seven. 








THERE'S 


Sworn circula- MONEY FOR YOU Detailed circu- 
tion exceeds lation statement 
6,1 OO daily IN 


on file with all 
average — larger 


than any other KNOXVILLE general agents, 


aper i is and will be s 
i sel n this AND and will be sent 
TENNESSEE. 


Knoxville’s population, 32,637, and with 
suburbs, 51,000; Knox County, 74,304. Growth 
in ten years, 45 per cent. Largest city be- 
tween Washington and Birmingham. It’s a 
lively city in the industrial South and you 
can't afford to neglect zt. Write 


on request. 




















THE KNOXVILLE SENTINEL CO., KNoxviLLe, TENN., 


OR 


J. E. VAN DOREN SPECIAL AGENCY, 
Temple Court, New York. Boyce Building, Chicago. 
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A City in a Garden 


CUCPDOC POE UEOCUODEEEUCOOEEEEOURCOEEEECCCUCOEOUCCCEOUEECCCCOREEACCCUREEECEDOOUEEUCEOOERREOEOD peseenennes 








SO ERC TIRE. 


The city teeming with an active, prosperous 
population of two million souls; the garden 
covering an expanse of millions of acres of 
the most fertile land on earth, yielding to its 
energetic tillers the means to furnish themselves 
and families the necessities and luxuries of life. 
The City—Chicago; the Garden—the great 
Northwest, especially Illinois, Iowa, Wisconsin, 
Northern Indiana and Southern Michigan. 


THE 


Chicago Chronicle 





circulates largely in this magnificent territory 
containing hundreds of thousands of thought- 
ful, intelligent people who are opposed to the 
Republican party. This great newspaper is 
their principal source of information. The ad- 
vertiser who desires to talk to this large con- 
stituency can do no wiser thing than to use 
“The Chronicle.” 








H. W. SEYMOUR, Publisher, 


164-166 Washington Street. 
New York Office, 79-80 Tribune Building. 








cr 
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Enough 
A Live Newspaper J money is 
Is Better Than wasted every 
A Dead Wall. 


year by new 


and inexperi- 








enced adver- 
tisers to establish a free public library in 
every city in the United States. 

"Tis the knowing how and where to 
advertise that insures success. 

The papers of the Scripps-McRae 
League, the St. Louis Chronicle, the 
Cleveland Press, the Covington, Ky., 
Post and the Cincinnati Post, have per- 
haps been closer identified with the suc- 
cess of more advertisers during the past 
twenty years than any other papers or 
means of advertising. 

Rates and information regarding the 
Scripps-McRae papers furnished by F. 
J. Carlisle, manager foreign advertising, 
53 Tribune Building, New York, and 
116 Hartford Building, Chicago. 
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The Kansas City (Mo.) World 


The only one-cent paper in a center 
of population numbering more than 
half a million. Sworn Daily 


age Circulation, May, 1901, site 32, 074 
The Omaha (Neb.) Daily News 


Has a larger daily circulation than 
either of its contemporaries (morn- 
ing and evening combined). Sworn 


Daily Average Circ’l’n, May, 1901, 20, 7109 
The St. Paul (Minn.) Daily News 


The only one-cent paper in St. 
Paul. Sworn Daily Average Cir- 


culation, May, 1g01,_ . . 24,520 


These are one-cent evening newspapers and reflect 
the hustling, busy spirit of the at a are 
owned and controlled by F. W. Kellogg, L. V. 
Ashbaugh and B. D. Butler. 


B. D. BUTLER, Manager, 
705-7 Boyce Bidg., Chicago. 
FOREIGN ADVERTISING DEPARTMENT, 


52 Tribune Building, New York. 
JAS. F. ANTISDEL, Eastern Representative. 








Circulation figures will be imade a part 


of every contract; we guara tee adver- | 
tisers that we have only one rate for | 


advertising. BOOKS OPEN. 


Clover 
Leaf 
Trio 


Here isa 
rich field for ad- 
vertisers and 
one which will 
bring sure re- 
sults. All pa- 
pers in this sec- 
tion may look 
alike to the un- 
informed adver- 
tiser, but upon 
inspection of 
the CLOVER 
LEAF TRIO*S 
claims, their su- 
periority as a 
means of reach- 
ing the masses 
within this ter- 
ritory will be 
recognized. 

When it comes 

to enterprise 
and a_ general 
intention to give 
advertisers their 
money’s worth, 
and that too, 
in short time, 
the CLOVER 
LEAF TRIO will 
always be found 
in the lead. 
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Fear No Hoodoos 


The old maxim of three moves being as bad as 
a fire was knocked sky high by the rush of business 
I have had since I moved into my new homeat No. 17 
Spruce St. It seems that | am doomed to hoodoos, 





but I manage to upset all theories and continue to 
prosper. When I located at Lucky 13, my finish 
was predicted, but the printers were so tickled over 


my being on the ground floor they flocked to me in 


hundreds, and in two years I almost doubled my 
city trade. You can imagine my chagrin when in- 
formed that No. 13 was to be torn down, and I had 
another moving job on my hands. 1 was quite for- 
tunate in securing a store only two doors away, but 
[ had to hire the whole building to get it. So farit 
has proven the best, both in looks and business, of 
any place | ever occupied. During the month of 
May I received and filled 786 orders from printers 
in my own city, and they ranged in size from twenty- 
five cents to thirty-five dollars. This number is 
best realized by my competitors, who know that I 
employ no salesmen and every order must be accom- 
panied by the cash. I also received 252 orders 
through the mail from outside printers, making a 
total of 1,038 for the month. I cheerfully exchange 
goods or refund the money when any dissatisfaction 
arises. Send for my price list, and rest assured that 
you will be treated courteously even if your pur- 
chase is only a quarter of a dollar. 


ADDRESS 


PRINTERS INK JONSON 
17 Spruce Street New York 
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VERTISEMENT 
3 * ° 3 
; 3 
- 
+ Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 3 
$ cards or circulars,and any other suggestions for bettering this department. z 
) er tittimeinniee 

The thing to do is to make peo- | Lacks Nothing but Prices. 
ple want the thing that you want i a 
to sell; to make them feel that | Behold the New 
they can never be quite happy | Serna : 
without it. If this feeling can be | | otraw Hats 
instilled by two short sentences | ij All ithe cleverest toute 

st" oe e: x a and shapes in_ straw tat 
d mit use four. If it seems to re } fechivaiane eur Wh tee ‘eae 
quire a quarter or a half column, | approval here. The beauty 
don’t hesitate to use it if the pos- of baying here is that you | 
ee is nite ; —_ - ee all-—all that is to be seen | 
sible results will warrant the cx a Gate Gah sear te | 
penditure. Don’t think that you straw hat styles. 
ca: convey to every mind in a| A choice trom such nakes | 
few short, blunt sentences an idea | | as the Knox, the Youmans. 

: |} our own originations and 

that you have been able to grasp | eg Bey ere gg ey 
only after an exhaustive explana- | | means a choice from the best 

“ites 4 o. | t 1 the le 
tion. You may be able to do it in all the land. z 
and pate ay not; it = saler not If a Price is “Special” the Regular 
to try. Don't be afraid of gomg Price Should be Quoted to Show How 
into details, especially if the arti- Special. 


cle you are advertising is some- 


thing new, the uses or operations | 


of which cannot be made clear 
without a careful explanation. 
Don’t print anything that requires 
much mental effort on the part of 
your reader, but reason things out 
even in some cases where they 
seem to you as simple as two and 
two. It cannot do any harm and 
it may. probably will, do a great 
deal of good. 
The Kind That Sells Goods. 


Women’s 
Summer dhoes 


Shoes that are making The 
Nebraska famous as a real 
live shoe store—egaining 
every day in sales and popu 
larity, fitting both your feet 
and purse, keeping you col, 


keeping you comfortable, 
bringing you here again and 
again. 

You’re welcome to look; 


you need not buy if you’re 








not satisfied. If you do buy 
and find out afterward that 
you are not perfectly vatis 
fied—your money back. 

Our Woman’s Oxfords at | 
$1.50 come in tan or black, 
with or without vesting tops 

if they are not just as 
good as oxfords that bring 
$2.00 elsewhere, don’t buy 

; ’em., 








White Shirt Waist 
Specials 


Good quality lawn waists, 
fancily trimmed front, back 
ind sleeves, neat and dressy, 
at 49c and 69¢c. 

Hundreds 
made waists in 
and thousands of yards of 
beautiful inexpensive wash 
fabrics, should you prefer to 
moke up vour own waists. 


of choicely 
many grades, 











For a Carriage Dealer. 


Wisdom Cometh 
With Experience 


Setter come here _ for 
Carriages where expertence 
has taught all buyers that 
every vehicle we sell is a 


money-saving proposition. 
You have the opportunity 

here of selecting from a 

stock of Carriages, the great- 


ness of which cannot be 
matched between New Ycurk 
and Boston. 


Come and look over this 
stock--its magnificence will 
estonish you. 

The Bloomer Safety Three 
Wheeler is a great invention. 
Come and see why three 
wheels are better than one 
come and see the “smartest” 
little carriage you ever saw. 
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Tells The Whole Story Very Con- Furniture. 
vincingly. ciiaeiainsdia i i 





Men’s Collars 


An excellent quality at a 
little price. They are iinen | 
on both sides. 3e assured 
they won't come back with 


| for a white iron hed- | 
| stead, brass capped with 
woven wire springs. That's 
| where our Iron Bed prices 
saw-like edges after a !aund- ee oor — ite 
ering or two. They’re made } : 

of good material and made to ee 
wear well. All the best re- } , $$ —______ _ 
cent styles—standing, and | Sounds Ear Earnest. 
turnover; high, low, and the 

various intermediate heights. 


ip od 

The price, 12¥%c each. ‘the | Cc olored $ Shirts 
} 
| 









q\ quality equal to that of any 


} 25c collar on the market. Style plus fit, plus com- 






































t Numerous wearers of , this | fort, and to this add moderate 
4 grade testify to that daily, price—the total is our range 
in their return visits for | | of good shirts. 
|_¢xtra_ supplies. | Handsome, tasteful _pat- 
t Good Idea for a Gas Company. terns, carefully, honestly 
i ; made. 
| lp Some will cost only a dol- | 
iq } Gas—the Best lar, and for others $1.25 
i) a = | will be necessary; but wnhat- 
Ht k uel for Summer | ever you pay, you get shirt- 
[i | fit and shirt-value. 
{F It’s best because it’s han- On view any time. 
diest, neatest, cleanest, irost - 
| convenient and most eccnom It Pays to Explain the Whys and 
| ‘ ical. . ; : W herefores. 
ei But use it right—in one mi . 
it} of our up-to-date ranges or | : 
stoves. Then you will get Westin »th % 
all the cooking heat “ ; 
is (plenty of it, too), an¢ . " 
~~ have it applied to the | | Century Ice 5 
) food and not to the whole } a a > ’ 4 
‘ | kitchen vn or es Cream I reezers P 
For comfort, for conven ; 
| ience, for economy in sam The housekeeper welcomes > 
| | I: mer cooking, it must be a whatever reduces her work, j 
gas stove every time. if it gives the same results. 
No good housekeeper would 
! Scheme to Boom Saies of Arms cnd have anything to do with the 
Ammunition, Twentieth Century Ice 
— — Cream [Ireezer if the ice 





cream made in it was less de- 


| Win a Prize licious than that made in the 

crank freezers which require 

by naming the sum of work. No better ice cream 

money, all coin, that we can be made, with the same 

‘ have in a sealed jar in our materials, than that made in 

/ window. With every 7 cents’ the Twentieth Century 
| worth of ammunition or fire Freezers. Yet all that needs 
arms that you buy we erter be done is pour the flavored 

your figures. The purchase cream {nto the can, after the 


ice is packed, and let it stand 
still, while you rest, read, or 
do other work. It freezes 
volver you have 28 chances, itself! Or, rather—the cold 
etc. from the ice cannot escape 


of one box of blanks, pice | 
| 
Six prizes will be distrib- | through the pressed wood 
| 
| 
| 
| 


seven cents, gives you one 
guess. If you buy a $2 re- 


uted among those coming freezer (as it does through 
| nearest the exact sum: ordinary freezers), and the 
| First prize, $2.50 in Gold. cream congeals through and 
Second prize, Pearl Handle through, making a solid cy- 











Pistol. linder that can be served for 
Third prize, Double-Action slicing on the table. 
Pistol. It takes all the hard work 
_Fourth prize, Single-Ac- out of the making of ice 
i} tion Pistol. i | | cream, and yet the freezers 
) Fifth prize, Blank Pistol. cost less than the ordinary | 
| Sixth prize, 3 Boxes Blanks. kinds. | 
Contest closes July jd at Five sizes: $1.50, $1.75, $2, 


| 0:30 p. m. $3 and $4. 
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PRINTERS’ INK, 


Soldier's Mail 


MANILA, P. I., May 12, 1got. 








THE RIPANS CHEMICAL Co., 
10 Spruce Street, 
New York. 

Gentlemen : 1 inclose one dollar for one bottle of Ripans 
Tabules, standard family size. Please send them by return mail, 
overland, via San Francisco, as they will reach me by that route 
several weeks earlier than if sent by mail steamer from New 
York. I received a bottle of them from you a few weeks ago— 
they are great! 

Respectfully, 
F. W. DICKISON, 
33d Co. Coast Artillery. 


Mr. Dickison has ordered Ripans 
Tabules several times since his so- 
journ in the tropical climate of the 
Philippines. Ripans Tabules are as 
effective in military camps as they are 
in American homes. They ought to 
be in both. In tropical climates and 
during the sweltering summer months, 
Ripans Tabules achieve their greatest 
good for men, women and children. 
They preserve activity, good appetite 
and sound, natural sleep. They cure 
indigestion, constipation, sick head- 
aches, bowel and liver troubles. There 
is no remedy as good and safe as 
Ripans. 


There is scarcely any condition of ill health that is not benefited by tks 
occasional use of a R-I-P-A-N-S Tabule, and the price, ten for five cents, does not bar 
them from any home or justify any one in enduring ills that are easily cured. A 
family bottle containing 150 tabules is sold for 60 cents. For children the chocolate- 
coated sort, 72 for 25 cents, are recommended. For sale by druggists, 
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» PRINTERS’ INK. 


The following clipping is reproduced 
from an advertisement in PRINTERS’ INK 
(Issue dated June 19, 1901) 


On the momning of its twen.v-tourth birthday, June 1st, 
THE RECORD pnnted#0GY-olumns of advertising. 


By far the Largest Amount of Advertising Ever 

Carried by any Philadelphia Newspaper in One Day. 

This is obvious evidence of its value as an advertising medium 

which brings results, and of its standing as a great, progressive 
gRewspaper. 


During the month of June alone 


™ Philadelphia Inquirer 


Contained the following totals of columns of paid advertising 


On June 2nd, 159 Columns 
On June 9th, 150 1-3 Columns 
On June 16th, 137 1-3 Columns 
On June 23rd, 139 Columns 


These figures tell their oWn story. 


The Philadelphia Inquirer prints more paid advertising than any 
other newspaper in Philadelphia. 

The Philadelphia Inquirer prints more paid Want Ads than all the 
other Philadelphia newspapers combined. 

The Philadelphia Inquirer prints more paid advertising than any 
other newspaper in the entire United States outside of Greater 
New York. 


Figures prove this. And the reason follows: 


The most thorough investigation; of comparative 
circulations throughout Pennsylvania and surroundin 
States brings ever een | oof that T 
CIRCULATION OF T HILADELPHIA 
INQUIRER is Greater by Many Thousands than 
that of any other newspaper in Pennsylvania. 


Average Circulation During 1900, Copies Daily, - 170,905 
Average Circulation During 1900, Copies Sunday, - 168,325 


Advertisements in THE INQUIRER always bring positive results. 


The Philadelphia Inquirer, 1109 Market St., Phila., Pa. 


NEW YORK OFFICE, Nos. 86-87 Tribune Building 
CHICAGO OFFICE, 308 Stock Exchange Building 














